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., PROVEN, the Most Salable 
». Shovel on the Market .. 


: ll —because it is the ONLY SHOVEL with a 
Hz6 BACKBONE, 


V-AS3 pF 


—because it is guaranteed to give your 
Proof of the Puddin'! ) customers MORE SERVICE PER DOLLAR 


“Your Razor-Back Shovel stood 


the greatest test in our 1998 _ than any other Shovel they can buy. 


flood. We used 500 shovels (300 


sae» Son Ae sess ated RAZOR-BACK Shovels are now made in all the most popular sizes and 


to build a mile long dike, 10 ft. ; oa ‘ ; : 
high, including filling 500,000 a llega retailing at $1.25, slightly higher in the West. See your 


sandbags. Many broke an¢d 


points started to wear out, but : 

yours stood up— best for en- A 

durance in 672 hours’ straight , Lal 
use.” . 


—A Supervisor Over 500 Work- 
men in Connecticut. 


“The average life of a shovel in . 
our quarry is 30 days, but all of 3 Re’ pho 4 
the 12 dozen ‘Razor-Backs’ we / ~: se f A 
bought are in perfectly good i wT Jf 

condition after 4 months’ con- ’ oF 
tinuous use—except for two ; ‘A HOG 
shovels whose handles were 


broken out by falling rock dur- } FOR WORK! 
ing blasting.” “4 q 
—A Superintendent in Indiana. ’ 


A BACKBONE OF 60% MORE STEEL 


extends full length from cutting edge to 
’pper part of socket. Blade is heat treated. 


CROSS SECTION OF RAZOR-BACK BLADE AT THE FROG 
NOTE THICK CENTER, TAPERING AWAY TO THE SIDES, “a 





THE UNION FORK & HOE COMPANY 


MAKERS OF MORE SALABLE TOOLS — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Additional Sales Offices: New York City, Baltimore, Los Angeles, San Francisco, Seattle 


See 
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sends people into 
Hardware. Stores 
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This advertisement will 
appear in the Janu- 
ary 21st issue of The 
Saturday Evening Post, 
reaching more than 
three million families. 


Most people like to go into a hardware store. There they find many inter- 
eet abate Me bale MRbt-t-ba00 Mtb astod (-t-Mdat- tar 04-06 al -t-Tel-To ME fo} aid al- Mele} «ct coh a Mole) ah'a-sebl-s alot =i bale! 
maintenance of their homes. Among the countless other valuable things 
your hardware merchant sells is security-- YALE security — YALE padlocks, 


xiliary locks and locks for many special protection purposes. Buy locks, 


closers and a// your other hardware requirements in a hardware store. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. Canadian Division: ST. CATHARINES, ONT. 


Look for the name YALE on any Lock or Door Closer you use 
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Mrs. Customer doesn’t care whose steel sheets were used in making that 
pail or tub or other product made of sheet steel. She is interested in a 
pail of a certain size—and she wants a pail that will last and give her full 
value for the price she is about to pay. 

But Mr. Manufacturer is interested in the steel sheets—for he knows 
that the quality and life of his product depend entirely upon the quality 
and uniformity of the sheets he uses. 

Realizing this, many fabricators of pails, tubs and various hardware 
products use Republic steels in sheet and other forms. In doing so they 
assure customers of full value, they assure you of customer satisfaction 
and they assure themselves of continued business in the future. 


For years, you've sold Republic steels in these products. Why not sell 
the same high quality in the hardware staples shown at the left? They 
are made of the same steels and in the same mills as those items used by 
nationally-known fabricators. 

Ask your jobber for full details on Republic hardware products. If he 
doesn’t stock them, write us for full information and the name of your 
nearest Republic jobber. Republic Steel Corporation, Cleveland, Ohio. 


REPUBLIC STEEL 


BERGER MANUFACTURING DIVISION - STEEL AND TUBES, INC. 
UNION DRAWN STEEL DIVISION - TRUSCON STEEL COMPANY 
NILES STEEL PRODUCTS DIVISION 


REPUBLIC 





Crud \| 
jenn ee 
C77CKH ning We 


Celebrating the 25th Anniversary of 


*KELVINATOR®* 
The Oldest Makers of Electrical Refrigerators 


New! Glass-top Coid Chest 
big enough to hold 14 
pounds of meat keéps 
it fresh and flavorful for 
days 


New Location for Thermom 
eter quick, easy-read 
Tale] you know exactly 
how cold the interior is 








The POLARSPHERE 
so perfect and trouble 
free that it is sealed 
away forever ina ball 
of steel. Most efficient 
of all refrigerating 
units, it normally runs 
only 20% of the time 
could keep five re 


frigerators safely cold 


ODAY YOU'LL SEE 25 years of pioneering 

and progress! 

Here they are . . . twelve beautiful Silver Ju- 
bilee models, priced from $118 . . . absolutely 
new from flat top to streamlined pedestal. 
Complete price coverage . . . with values that 
stand out head and shoulders against any 
kind of competition! 

You can talk beauty . . . and we leave it to 
you if the Silver Jubilee models aren’t the 
most eye-appealing refrigerators ever created. 


You can talk features . . and those given 
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hELVINATOR 


New! Vegetable Bin 


amazingly roomy! Conve- 


nient, dry storage. Tilts out 
Chromium-type handle 


Cold-making Power equalto 
1050 pounds of icea week! 
Only Kelvinator has the 
sensational ‘Polar- 


sphere” 


New, Modern Design 
Wider front, more storage 
space ends stretching 


and fumbling about. 





Speedy-Cube Release in 
trays of Magic Metal. New 
pull-out tabs—easily free 
tray from sleeve. 





above are just the highlights! 

You can talk economy . . . and here’s where 
Kelvinator shines! Get the full story on the 
new Polarsphere, and see why last year’s rec- 
ord-breaking performance is being surpassed 
for 1939. 

Here, in our estimation, is the hottest-sell- 
ing line that ever graced a salesroom. But 
don’t take our word for it—see your distrib- 
utor and see for yourself! 

KELVINATOR, Division of Nash-Kelvinator 
Corporation, Detroit, Michigan. 
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ANOTHER SILVER JUBILEE 
ANNOUNCEMENT 


Vital to Appliance Dealers 
and Retail Salesmen 





KELVINATOR Starts Celebration of 
25th Anniversary with Founding of 


NATIONAL SALESMEN’S INSTITUTE : 





@ You would expect this an- 
nouncement from Kelvinator 
—the originator of the “Sales 
Mean Jobs” crusade that 
swiftly grew into a nation-wide 
prosperity movement. 

George W. Mason, president 
of Nash-Kelvinator Corpora- 
tion, believes the greatest need 
today is better salesmanship. 
From that belief comes this 
statement of H. W. Burritt, 
vice-president in charge of sales 
of the Kelvinator Division: 

“Tam privileged to announce 
the founding of the Kelvinators 
National Salesmen’s Institute, 
with Sidney Edlund as its pres- 
ident, and known nationally as 
sales-manager, author, teacher, 
and co-founder of the “Man 
Marketing Clinic’. 

“The Institute bids fair to 
have an immediate influence 
on increased earning power for 
the salesman. Dealers, too, 


will benefit by solving such 
problems as securing the best 
sales manpower, keeping that 
manpower increasingly pro- 
ductive, reducing employment 
turnover, and reducing sales 
expense. 

“The Institute courses will 
be open to any dealer, any 
salesman handling any Kelvi- 
nator appliance. 

“Dedicated to the growth 
and betterment of the appli- 
ance industry, the Institute is 
an earned recognition of the 
part that has been played- 
and will always be played—by 
dealers and retail salesmen in 
this industry.” 


Vice-Pres. in Charge of Sales, 
Kelvinator Division. 


Come in and Join 


KELVINATOR’S 
25™ BIRTHDAY PARTY 
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“STANLOID” .. . Dis- “EVERLASTING’...Tne SOCKET CHISELS... a 


tinctive appearance helps chisel with a reputation quality product at a com- 
sell these fine chisels. built on one-piece forging petitive price. Blade and 


Tough, transparent amber of blade, shank and head; socket forged in one piece. 
handle with black trim, selected hickory or spe Hickory handles with 
fine chisel-steel blade pol- cial rubber composition leather top. High carbon 
ished to a mirror finish. handle built to “take it.” tool steel polished blades. 


"Your Profit Line’’ 


IN SALES-TESTED 
DISPLAY BOXES 


STANLEY 





RIGHT: — Display Unit No. 660 
includes seven ‘“‘Stanloid” Tang 
Chisels, 14”, 3%”, 42”, %”, 1”, 
14%”, 114”. Striking black, yel- 
low and silver display box sup- 
plied without charge. It’s tested 
to sell, with a full margin to you! 
















LEFT: — Display Unit No. 550A 
includes seven Stanley ‘‘Everlast- 
ing” Butt Chisels, 4”, 344”, 42”, 
%”, 1”, 1%” and 114”. Eye- 
catching display box in blue, 
orange and black. Get these fine 
chisels out on your counter and 
watch the profitable sales come in. 
















Display Unit No. 750A — Set of six Stanley Display Unit No. 750B — Set of four No. 750 Display Unit No. 750C—Set of three Stanley 






Socket Butt Chisels, ar a, ee. ee Stanley Socket Butt Chisels, 14”, 12”, 34” No. 750 Socket Butt Chisels. Popular widths, 
and 112”. Brilliant blue, orange and black and 1” widths. An ideal small unit for coun- Y,”, ¥," and 1”. Colorful orange and blue box. 
display box that helps sell them. ter or window. Attractive and _ colorful. Many customers will buy the complete set. 





These displays have been termed ‘‘the finest sales boosters ever offered for chisels.”’ They 
help you to sell complete sets easier. Order from your jobber. 


STA N [ 7 | ice 0 BS DIVISION of the STANLEY WORKS 
NEW BRITAIN, CONN. 
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Partners 

















Dealers and farmers, working together, 


are building better rural communities. 


@ Your local Republic dealer is a 
vital part of your community. He 
supports your schools, your churches, 
your banks, your stores—just as you 
do. He prospers as you prosper. He 
is more than a neighbor and a busi- 
ness friend. He is your partner in 
building a better community for 
both of you to live in. 


Republic is behind your dealer, be- 
cause Republic believes in him. We 
are vitally interested in him and his 
welfare. He stands for Republic Steel 
in your community—and he is our 
contact with you. We are giving him 
what we honestly believe are the 
finest lines of modern steel fencing, 
roofing, siding, and other quality 
steel products. We price them fairly. 


And we believe that you will be 
satisfied with whatever you buy 
from any dealer who displays the 
Republic sign. 

We have invested millions of dollars 
in special plants and equipment for 
the exclusive production of agri- 
cultural steels and steel products. 


Our engineers are working with 
other engineers in the development 
of new types of farm machinery and 
labor-saving household appliances— 
better products 


Your Republic dealer knows that we 
are helping him to serve you well. 
He knows of our work in the field 
of agricultural education—the Re- 
search Fellowship at lowa State 
College—the Agricultural Extension 
Bureau that we have set up. 
Republic believes in rural America— 
and stes a tremendous opportunit 
to help in its development choengh 
practical, constructive work — and 
through the production of better 
products of steel—products that 
will help to cut your operating and 
living costs and, at the same time, 
make your work easier. 





that will last 
longer—and 
work for you 
more efficiently 
and more eco- 
nomically. 












REPUBLIC 
GALVANIZED ROOFING 


REPUBLIC 
STUDDED “Y™ POST 





RerpuBerc 
FARM FENCE 
REPUBLIC 
CHANNEL POST 
os 


Repustic 
BARBED WIRE 
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A symbol of quality and value 
én steel products for the farm 


REPUBLIC STEEL CORPORATION 


WIRE DIVISION) 
7850 South Chicago Ave., Chicago, Ill. 
(General Offices: 
Cleveland, Ohio) 
Farm products plants 
at Gadsden, Ala., 
and Chicago, Ill. 











How well do you know 
your local dealer? 









Your Republic dealer is inter 
ested in you ou should be 
interested in him— for each 
of you helps the other. Plan 
to get better acquainted. 








~ Across the Nation) 
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Thousands Acclaim 


FOR 1939! 


® From city and town, from every corner of the na- 
tion, Frigidaire selling men...thousands of them...are 
meeting in convention to greet the sensational new 


Frigidaire for 1939. Up and down the country Frigid- 
aire’s “flying” convention crews are revealing to 
anxiously waiting audiences the secret of Frigidaire’s 
confidence for 1939. — 


In cities4rom coast to coast, Frigidaire is making 
an announcement of major importance that bears 
out Frigidaire’s adherence to its basic obligation: 
that it must not fail to contribute in some real man- 
ner to the advancement of the industry as well as to 
the advancement of the living standards of the pub- 
lic. In the past Frigidaire has fostered many such 
fundamental improvements. Nevertheless, important 
as these contributions have been, Frigidaire’s achieve- 


ment for 1939 surpasses anything that Frigidaire has 
ever done before. 

In unveiling to dealers everywhere a startling new 
line of 1939 products — new in fundamental concep- 
tion—new in design—new in price structure — 
Frigidaire reaffirms its willingness to shoulder the 
responsibilities entrusted by leadership. And, com- 
ing at a time when leadership is so vitally important, 
Frigidaire is now proving conclusively that this trust 
has not been misplaced. 

Out of the enthusiasm and acclaim of thousands of 
men, who this month are viewing the new 1939 
line of Frigidaire refrigerators and electric ranges 
for the first time, has come the firm conviction that 
again Frigidaire is writing a new chapter in electrical 
appliance history. 


FRIGIDAIRE DIVISION, GENERAL MOTORS SALES CORPORATION, DAYTON, OHIO 


ELECTRIC REFRIGERATORS - ELECTRIC RANGES - 


1939 


ELECTRIC WATER HEATERS 
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PUMOS-WATER SYSTEMS MAY TOOLS COOR MANGERS 





A sanitary water supply— 
you hear it on every hand— 
health authorities—state au- 
thorities—local authorities are 
becoming more critical as to 
the type of pump to be in- 
stalled in a well or cistern to 
pump the water for the family. 
for the stock or for other pur- 


poses. 


Myers House Pumps, long 
known for their superior de- 
sign and construction, their 
special improvements, ease of 
operation and large capacity, 
are rapidly replacing the 
cheap poorly constructed 
pitcher pump in many locali- 
ties. The tens of thousands of 
these pumps already in use 
testify that they already bear 
an established reputation for 
improved performance over 
ordinary types. 

It pays to sell Myers House 
Pumps—satistied users, yes 
sir, but just as important 
worth-while dealer profits. 
Let's have your inquiry by re- 
turn mail. 
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PUMPS-—WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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Don’t take Chances 
With Good Mechanics! 


OTHING is so wrong as to let a good me- 

chanic or hobbyist walk out with a poor tool 
when his work demands the best. This applies 
especially to auger bits, which, in experienced 
hands, are usually expected to deliver clean, accu- 
rate, rapid holage in all woods and grains. 


Because the genuine Russell Jennings Auger 
Bit meets all these exacting demands, and has done 
so for over 80 years, it is the one safe bet for the 
dealer wherever there is the slightest reason to sus- 
pect that the customer’s need is above that of the 
man who merely wants “something to make a hole 
with”! If you would like to know more about Rus- 
sell Jennings Auger Bits as a help to your clerks, 


WRITE FOR NEW CATALOG 


which gives, besides a complete description of the 
line, much information about the quality of these 
bits which it will be valuable to pass across the 
counter. As to the bits themselves, your jobber can 


supply you promptly. 





AUGER BITS 


Manufactured Only by 
THE RUSSELL JENNINGS MFG. CO. 


CHESTER, CONN. 
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TO HELP YOU 








.. «”“MOORE™ DECORATED ENAMELWARE 


25,000,000 readers in 1939 will know the story of MEMCO Decorated 
Enamelware. National Advertising in leading consumer publica- 
tions means increased Sales and Profits for you. These beautiful 
and distinctive enamelware items, together with our complete lines, 
will be on display at the House Furnishings Show in the Palmer 
House from January 8th to 14th in our display rooms Nos. 831 and 832. 


THE MOORE ENAMELING & MANUFACTURING COMPANY 
Factory and Main Offices 
West Lafayette, Ohio 


BRANCH OFFICES AND DISPLAY ROOMS: 


NEW YORK, N. Y. DALLAS, TEXAS CHICAGO, ILL. BOSTON, MASS. SEATTLE, WASH. PORTLAND, ORE. 
200 Fifth Avenue Gr. Nat'l Life Bidg. Merchandise Mart 25 Portland St. 1516 Second Ave. 109 Security Bldg. 


BUY MOORE AND SELL MOORE ENAMELWARE 
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In 1864, word spread from Providence, 
“Quality files are being produced by 
machine!” From cities and towns, as well 
as from many a remote outpost where 
dealers in hardware were serving new 
territories, new industries, orders came in 


sally 
ad a 


a” 


Case after case, they were loaded into 
reight cars, or swung into the holds of 
oasting vessels lying at Providence for 
argo. Every order was proof that as 
illiam T. Nicholson pioneered to make 
quality files by machine, dealers were pio- 
eering, too — to set up the vast machine 
which is today’s mass distribution. In those 
Hays, the news of product quality spread 
lowly; the demand that made volume pro- 
Huction of files economically sound could 
ome only with the help of enthusiastic 
hardware dealers everywhere. Only four- 

mn years after its founding, Nicholson 
ile Company supplied a volume double 
hat of the entire import of foreign files 
to this country! 


A FILE FOR 


Ely . 


EVERY 


ig 


# 


In 1935, Nicholson File Company 
announced another major contribution to 
industrial progress. . . . Controlled Serra- 
tions* on the tooth points of files to increase 
file efficiency and lengthen file life. Again, 
hardware dealers cooperated, ordering the 
new files in volume. Dominant advertising 
in general magazines; farm, industrial and 
other papers paved the way for sales. Ship- 
ments crossed the continent in days instead 
of weeks. 


These two milestones in the history of 
Nicholson File Company are proof that the 
hardware dealer’s place is an indispensable 
one. And that seventy-five years of co- 
operation with the hardware dealer have 
not been in vain. Nicholson File Company, 
Providence, R. I., U. S. A. Canadian Plant, 
Port Hope, Ontario. 
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TWO WAYS TO 


BUILD 
Praner 
PROFITS! | 


Send for this profit making Sales Deal. 

1. Includes free tool plus wide range, fast 

selling, nationally advertised "Snap-Cut" Prun- 

ers; also four-color display as illustrated, window 

streamers, testing sticks, etc., etc. This special 

offer is for a limited time only. Avoid disappoint- 
ment. Order now. 


Write for the valuable free book, 
a "Pruner Profits of 1939," just off the 
press. Tells you how to make more money sell- 


ing pruning tools. Gives valuable suggestions on : D E A L 7 ie ’ S p x O - | T 


merchandising, displays, etc. Includes complete 


catalog of Pruners, Hedge and Grass Shears, 4 (41% of Sales) $ 49 
Lopping Shears and other quick selling items. (69% of Cost) 5. 
It's free! Write for it now—on your business 


| head, pl . 
etterhead, please | 4 NATIONALLY ADVERTISED! % 


Seymour Smith manufactures a complete line of pruning tools, grass 
and hedge shears of every descri . This famous quality line is 
—- magazi A = on - shel i 

. ce is 

inclu dingly profitable. Feature 
Seym Smith "SedeCut runing Tools for bigger pruner profits. 


ORDER NOW THIS QUICK SELLING SALES DEAL 
Cost Only $7.83, PROFIT $5.42! 
Contains: Velue Eoch Retail Value 
2 ORIGINAL "Snap-Cut" Pruners . 119 $2.00 $4.00 
3 SPECIAL "Snap-Cut" Pruners . 1.50 4.50 
2 JUNIOR “Snap-Cut” Pruners . 9 1.00 2.00 
1 LADIES’ “Snap-Cut" Pruner . 118 1.25 1.25 
1 “Snap-Cut" Flower Picker and Pruner . 128 1.50 1.50 


This complete Sales Deal is packed as a unit that can be reshipped. 
in ordering, just say "Send Special Sales Deal No. 99" (shipped $13.25 
6 deals in a carton—weight 6% pounds per deal). 


SEYMOUR SMITH & SON, Ine., Oakville, Conn. 


SALES REPRESENTATIVES: JOHN H. GRAHAM & CO., INC., 113 CHAMBERS ST., NEW YORK CITY 
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This spring automatically returns 
handle for next stroke 


ACCESSORIES FOR 
“YANKEE” 


Handyman 


Spiral Screw Drivers 
No. 33H & No. 133H 











CHUCK AND 3 DRILLS 
eee 
(lll 
. endl 
, ee ee 


Sizes %4”, Yee” and %,4” 
Retail price... 39c set 














COUNTERSINK 





Retail price... 25c 


SMALL SCREW BIT 


542” Retail price... 12c 
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COUNTER DISPLAY CARD 


ACCESSORILE s 

TO COMPLETE THE CONVENIENCE OF org cer 

gen COURTERSING roe ent aca 
F * fee” ORAS 254 126 | | 





’ 
Yee” Vee 


39¢ 


“yANKEE” 


MERCHANDISER An attractive and effective sales 

FREE help, displaying three sets, Chuck 

WITH /, DOZ. NO. 1334 and 3 Drills each, in containers, 
SCREW ORIVERS i 
mountedoncolorful countercard. | 


New YANKEE Aandyman No. 133H diieiacaiiteial 


SAME AS FAMOUS No. 33H— 
ORDER NOW 


With Spring Added in Handle 
AN EXCELLENT DRILL 













When used with Mandyman Chuck and Drill Set 
DRIVES SCREWS BORES HOLES 


NORTH BROS. MFG. CO., PHILADELPHIA 


~ 
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Columbian rope is tough because our own buyers, living 
in the best fibre-producing section of the Philippines, select 
only the correct quality fibre grown in the best fibre sections 
of the islands. 


Columbian rope stays tough, too—because the fibres are 
individually lubricated to minimize internal friction and 
wear. It stands heavier strains, takes harder knocks and lasts 
longer. Thoroughly waterproofed, it stays flexible and easy 
to handle even when wet. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street, Auburn, “The Cordage City,” N. Y. 


COLUMBIAN 


Tape-Marhed, Pure Manila Rone 
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EW brilliant silver-finish display rolls . . . shipping ‘ aici % 
weight reduced about two-thirds. Wound in series of 4 Vr. cd tae~eni tame, 


25 or 50 yards. Convenient 50 or 100 yd. lengths from Y Y7 ff ‘ & WW 
pairs of 50 yd. put-ups; 25, 50, 75, 100, 125 or 150 yd. & ts NS ") 
lengths from sets of 25 yd. put-ups. Individual rolls f f @' NS i} NN 
quickly, easily separated to provide customer one or more i, I\*?>} iW Vp: 
as desired. Full range of sizes. Meeting all bait casting de- 
mands, for both fresh and salt water. Every line backed 
by Ashaway’s full guarantee. 

(See Other Side of This Sheet for Details and Prices ) 

3 PSF i 


45H 
4 















Ashaway Fishing Lines Are Standard 
Quality Around the World 


SHAWAY’S new Griffin Bait Casting Lines are distinguished by new 


big value . . . new brilliant styling . . . new convenient packaging. 
All three Griffin Lines are selected black silk, especially braided to Ash- 
away’s strict standards for bait casting lines. All are waterproofed with 
Ashaway superior waterproofing, protecting them from mildew and rot, 
and retaining the greatest possible amount of strength. All are Ashaway 
guaranteed to give the user satisfaction. 

Beautifully displayed in modern-design display cartons, each with 
matching display card. Wound on silver-papered rolls which improve 
display and increase ease of transfer to fishing reel. Line connected 
from roll to roll. Rolls connected with easily snipped Scotch tape. Each 
unit of two or six rolls wrapped in cellophane. 








THREE NEW 
WATERPROOFED 
BLACK SILK 
LINES FOR 
BAIT CASTING 


Se ih id 
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ASHAWAY GOLD GRIFFIN 


Hard braided, of highest quality line silk obtain- 
able. Ashaway waterproofed to preserve the silk, 
retain strength, prevent water-logging, friction, 
wear, mildew and rot. Rigidly iepatied and tested 
before and after braiding. 


List Price per 25 yards 


List price per 50 yards 
. 25 yd. 6 con. # x 8 lb. 


50 sient 2 con. : 30 





8 lb 

10 Ib. 10 1 1.40 
14 Ib. -80 14 Ib 1.50 
18 lb. 85 18 Ib 1.60 
23 Ib. -95 23 Ib 1.80 
28 Ib. 1.05 ee 2.00 
32 Ib. 1.17 32 Ib 2.25 
36 Ib. . 1.30 36 Ib 2.50 
45 Ib. . 1.60 


ASHAWAY SILVER GRIFFIN 


In this moderately priced bait casting line, Ashaway 
has developed the highest grade possible, price con- 
sidered. Our great experience with quality pure 
silk, and our exclusive waterproofing, provide in 
the Silver Griffin a line of unusual value. 


List Price per 25 yards List price per 50 yards 
10 Ib. 25 yd. 6 con. $ .50 10 > 50 yd. 2 con.. $ - 


oe meee 4 

18 Ib -60 SR: 
23 Ib. ‘ ae -70 - RReerre 
28 Ib. ..... - SO Se 1.50 
| SE re .. 1.09 SPONTA: | Sonvciononinssauseisoin 1.90 


ASHAWAY GREEN GRIFFIN 


For the bait casting learner and junior fisherman 
generally, this line will prove the advantages of 
Ashaway bait casting lines. Made of pure silk, care- 
fully braided and specially waterproofed. 


List Price per 25 yards List price per 50 yards 
a ‘> 25 yd. 6 con. $ 2 14 >. 50 wheina 2 con. $ -70 
0 


eats i 18 .75 
a cs Se cree. 55 23 ib ELEC 1.00 
3 Ib. ae 28 Ib. 1.25 
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.. . When we say Happy New Year to the hardware dealers of 


America we express a sincere wish. But when we reiterate the 














. policy which Crescent has followed for a third of a century, we 
IN 
obtain- add constructive action to kindly thoughts and good intentions. 
he silk, 2 
d aman Fe Again we reaffirm Crescent's selling policy: 
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| 
“To manufacture only quality tools; to price 
them fairly; to provide a profitable margin 
for the hardware dealer. , : 
To protect the legitimate hardware trade by 
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ARE YOU JUST A 


THAT'S NOT THE LEONARD WAY OF DOING BUSINESS 





YOU'RE NOT in business for your 

health. No one is. 
You are looking for that very use- 
ful “net” at the end of the year. 
But there is more than one way of 
arriving at this “net.” Some of the ways are painful 

—some pleasant. 

Leonard believes that half the headaches in this 
business aren’t necessary .. . that high-pressure sell- 
ing, over-crowded territories, and over-loading, are 


chickens that come home to roost. 


It seems that a lot of other business men agree 
with us... judging by the list of Leonard distribu- 
tors shown at the right. 


Run your eye down the list. You'll recognize most 
of them. It reads like the Blue Book of this industry. 


They’ve been in business a long, long time. They 
know what it’s all about. 


They know that one dealer, loyal throughout the 
years, is a bigger asset than half a dozen who pass 


out of the picture. 


ASK ANY LEONARD DEALER 
ABOUT THE 


Leonard Dealers are Treated as 
Individuals, with Problems of Their Own. 
They Get Help Instead of “High Pressure.” 
They Get Plenty of Territory to Grow in, 

instead of Being Over-Crowded 


They know that dealers must make a profit from the 
franchise if they are to stay in business. 

They know that an electric refrigerator is different 
from a pack of chewing gum that can be franchised to 
anyone. They know that dealers need “growing room.” 

So the process of placing a Leonard dealer franchise 
isn’t one of “shooting tacks ata map.” They go slow and 
easy... which results in fewer dealers, but explains why 
Leonard dealers keep on being Leonard dealers. 

We have deliberately not said a word yet about 
the Leonard line of 7°39. 

, The features shown at the right are simply some 
of the highlights. We would prefer that you see the 
line yourself and meet the man who stands behind 
it in your locality. 

We bet you’re going to like him. 

If you believe in individual initiative and freedom 
we be- 


of action. . . if you like “elbow room”... 


lieve you'll like the Leonard way of doing business. 
At least, why not find out? LEONARD, 14250 
Plymouth Road, Detroit, Michigan. 


LEONARD WAl 2 
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The quiet, sealed unit that gives your 
salesmen a sales-clinching economy story, 
and you a new idea of ‘service freedom’. 


Alltrays in standard models 


furnished with 


and toil-saving Ice Popper 
Cube Release. 


Nearly two bushels of veg- 
etables go into this extra- 
capacity dry storage bin. 


New evaporator does its 
bit in helping to freeze 
cubes faster —also pro- 
storage space 
for ‘‘fast-frozen’ foods. 





... The Master Dial... 
tunes in the tempera- 
ture you want inside. 


Here's where... and 
how...meats and fish 


are properly kept 





Leonard Travels in 


Good Company 


Albany, N.Y...... 
Altoona, Pa. 
Amarillo, Tex. 
Atlanta, Ga. , 
Binghamton, N. Y. 
Birmingham, Ala. 
Boise, idaho 
Boston, Mass. 
Buffalo, N. Y. 
Burlington, Vt. 
Charleston, W. Va. 
Chicago, 11. 
Cincinnati, Ohio 
Cleveland, Ohio 


Columbus, Ohio......... . 


Dallas, Texas 
Dayton, Ohio 
Decatur, lil. 
Denver, Colo. 
Des Moines, lowa 
Detroit, Mich. 
Dodge City, Kans. 
Escanaba, Mich. 
Grand Rapids, Mi 
Harrisburg. Pa. 
Indianapolis, Ind. 
Kansas City, Mo. 
Knoxville, Tenn... 
Los Angeles, Cal. 
Louisville, Ky. 
Memphis, Tenn. 
Miami, Florida 


Milwaukee, Wisc......... . 


Montgomery, Ala. 
Nashville, Tenn. 
Newark, N. J. 
Newburgh, N. Y. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 


Oklahoma City, Okla. 


Omaha, Nebr. 
Paducah, Ky. 
Peoria, ti. 
Philadelphia, Pa... 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portiand, Ore. 
Providence, R. |. 
Richmond, Va. 
Rochester, N. Y. 
St. Louis, Mo. 

Salt Lake City, Utah 
San Francisco, Cal. 
Scranton, Pa. 
Seattle, Wash. 
South Bend, Ind.. 
Syracuse, N. Y. 
Toledo, Ohio 
Washington, D. C. 
Wichita, Kans. 


Williamson, W. Va... . 


E.S. & E. Co., Inc. 

Electric Appliance Distributors 
Nunn Electric Co. 
Lamar-Rankin Co. 

Broome Distributing Co. 
Watts-Newsome Co. 
Bertram Motor Supply Co. 
J. H. Burke Co. 

Joseph Strauss Co. 
Vermont Hardware Co. 
Eskew, Smith & Cannon 

L. C. Wiswelt Co. 

Schuster Electric Co. 
Arnold Wholesale Corp. 
Appliance Distributing Co. 
Peastee-Gaulbert Corp. 
York Supply Co. 

Linn & Scruggs 

Hendrie & Bolthoff Co. 

A. A. Schneiderhahn Co. 
Buhl Sons Co. 

Mullin Furniture Co. 

j Delta Hardware Co. 
J. A. White Distributing Co. 
Knerr, Inc. 

United Distributing Corp. 
Federal Distributing Co. 
Maytag Appliance Co. 

. Graybar Electric Co. 
Stratton-T erstegge Co. 
Harry T. Wilson Co. 

Major Appliances, Inc. 
Taylor Electric Co. 
Mathews Furniture Co. 
McWhorter, Weaver Co. 

E. B. Latham Co. 

Shapiro Sporting Goods Co. 
H. M. Tower Corp. 

Radio Specialty Corp. 

E. B. Latham Co. 

Otasco Suppty Co. 
Paramount Radio Shop, Inc. 
Gleaves & Son 

Cohen Furniture Co. 

Motor Parts Co. 

Graybar Electric Co. 

J. A. Williams Co. 

Cressey & Allen 

Electrical Distributing, Inc. 
Ballou, Johnson & Nichols Co. 
Graybar Electric Co. 
Beaucaire,.inc. 

Electric Lamp & Supply Co. 
United Electric Supply Co. 
Graybar Electric Co. 
Household Appliance Dist. 
Seattle Hardware Co. 
Cloud Bros. 

Morris Distributing Co. 
Electric Range & Equip. Co. 
Southern Wholesalers, Inc. 
McKelvey’s 

Persinger Supply Co. 


; 
; 
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When split seconds count— 


the No.900 National Door 
Set is ready to act quickly 

















HIS modern age is one of action and speed; the slow- 
moving methods of door manipulation belong "way 





back in the horse-and-buggy era. The automobile of today 
All hardware mounted on the inside is thoroughly attuned to the tempo of speed and the No. 900 
is its coordinated partner. 


Raising the door straight up off the floor is a modern idea—nothing to stop the quick action, 
not even snow or ice in front of the entrance. When the door is up the full floor area is clear, 
while the door is safely parked overhead free from damage. 


No. 900 National DOOR SET 


is supplied with a simple, positive action consisting of strong vertical springs operating in con- 
junction with cables and pulleys which act as a perfect counterbalance for the weight of the 
door. A rabbeted joint feature excludes moisture and a special cam closing device holds the 





Seas + 


door snug and weather-tight when closed. 


The features enumerated above, and many others, will quickly win the admiration of your trade, 
who will readily appreciate that here at last is a door set incorporating all of the best features. 





There is a size built to accommodate almost every size of garage door A 
opening. Your stock should include these popular sets now. Why not s 
order today and be ready to supply the first request of your trade? No ia 
need to lose any sales; our efficient shipping service is ready to cooperate. a 
¥ 

NATIONAL 

5 


MANUFACTURING COMPANY 
STERLING - ILLINOIS 





National Builders’ Hard- 
ware is sold direct to the 


retail dealer— a policy 





that promotes quality, 
service and direct selling 
cooperation. 
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“Come and see if there’s ice on the 
pond, Daddy”... 

“Look at the thermometer son—that’s 
the quickest way to find out” 


Above: Fairfax Stormo- 
guide. Tells the weather-wise 
tomorrow's weather secrets. 
Retails at $12*. 


No. 2257. 
. 


DeLuxe Window Phermom- 
eter. Handsome, adjustable 
bronze - finished frame and 
bracket. No. 5300. Retails at 
$3.50*. 


Indoor Wall Thermometer. 
Attractive in any room.Hand- 
some gold-finish metal scale. 
No. 5109. Retails at $2.00*. 


JANUARY 12, 1939 


plated case. 
tails at $1.00*. 


make it pay with Taylor Instruments 


HEN temperatures drop—that’s the time to sell thermometers— 
indoor and outdoor, and weather instruments. It takes ice and 
snow and zero weather, to make customers ask questions that only 
accurate thermometers and dependable weather guides can answer. 
So in January, relax and let your Taylor displays do the selling. Taylor 
is the best-known name in weather instruments, and your customers 
will have faith in its famous 5-year Guarantee of Tested Accuracy. 
Here’s a group of Thermometers and Stormoguides, for both indoor 
and outdoor use, that are mighty popular with the public right now. 
To order them consult your wholesaler, or write to Taylor Instrument 


Companies, Rochester, N. Y. 


*Prices slightly higher west of the Rockies and in Canada 


, © 


Above: HamptonHumidiguide. 
Tells both humidity and tem- 
perature. No. 5538. Popularly 
priced at $3.50*. 


Below: Storm Glass and Ther- Below: Assortment of wall 
mometer for rough-and-ready : 
use inside or outside. Copper- 
No. 5370. Re- 


thermometers in attractive 
Comfort meter display for win- 
dow or counter. No. 5151%. 
Retail at 50¢* each. 


INSTRUMENTS 








Outdoor Wall Thermometer. 
Satin-finished brass scale with 
black figures. No. 5126. 8”. 
Retails at $1.25*. 
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Temprite Window Thermom- 
eter. Popularly priced.Weath- 
er-resistant. No. 5316. Easy 
to sell at $1.00*. 
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Spring Specials 
Give Hardware Trade Real Selling Ammunition 


@ We sharpened our pencils to the finest point in order 
to do something in a big way for the hardware trade and National Hardware 
Week (May 6-13). Here’s a special line of saws you can match, value for 
value, against anything, and win out in a fair comparison. These are the 
3 saws—the special Monument Line — 

Regular Value Number Special Retail Price Your Profit 
$3.50 No. 1 Monument $2.50 85c 


2.50 No. 2 i 2.00 6Sc 
1.75 No. 3 si 1.50 50c 


No. 1 is the best value in years—a $3.50 saw 
you can sell at a dollar off that price and 
make 331/3% on the selling price. It is 
high quality alloy steel of perfect temper, 
and true taper grind, holding a keen cut- 
ting edge for long continuous performance. 
Polished lacquered, fully carved handle 
of cherry, medallion, nickeled screws—all 
the features of a high class saw. 


The No. 2 is not far behind in quality—nor 


in profit. Also taper ground of special steel, 
beautifully polished and etched. And the 
No. 3 thin back will serve the saw user with 
entire satisfaction for many years. Nothing 
essential to good value is sacrificed from 
the No. 3—Only the 15% cut from the 
selling price. 


See your jobber's salesman on these three 
Monument Saws next trip. Get set now for 
the big Spring drive. 


E. C. ATKINS AND COMPANY, 410 S. Illinois Street, Indianapolis, Indiana 


ht 


SAWS 


CERTIFIED SAWS, SAW TOOLS, 
MACHINE KNIVES, ETC 
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Pittsburgh Fence invariably attracts 
the eye of fence minded customers. 
For Pittsburgh Fence is as good as it 
looks, and its points of superiority are 


so obvious that it almost sells itself! 


Note the strong selling features listed 
at the right. Pittsburgh Fence includes 
these features at no extra cost, although 
for years industrial users have speci- 
fied this quality of fence and paid 
extra for it. . 

You can sell Pittsburgh Fence with 
pride and confidence—secure in the 
knowledge that you are actually offer- 
ing premium values at no more cost. 
When you handle Pittsburgh Fence 
you have learned how to win friends 


and influence customers! 


Write today for complete information 
and make 1939 your biggest fence year 
. with ‘Pittsburgh.”’ Our slide card 
of photomicrographs will help you dem- 


onstrate Pittsburgh Fence quality. 


“Pittsburgh’’ Farm, Poultry, and Lawn 
Fences are superior-quality, longer-lasting 
fences because: 


1. Made of genuine copper-beaqring steel. 
2. Special-analysis steel for fence service. 
3. Purest quality zinc used for rust pro- 
tection. 

4. Zinc bonded to steel by hot-coating 
method. __ 

Heaviest uniform zinc coating of any 
fence made—proved by laboratory 
tests. 


5 





Pittsburgh Fences 


HINGE JOINT ° WELDED JOINT * LOCK JOINT 
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10c Values 
No. 2400-B VARNISH BRUSH ASSORTMENT 


Here's value that makes quick sales certain. 
First eye appeal is the display box. Its ver- 
milion red design, its “eager-to-serve atti- 
tude" invites attention. 


Rose, Blue and Tan colored handles contrast 
vividly with the glistening black Pure Chinese 
Bristle and the bright nickeled ferrules. 
Bristle is vulcanized in rubber. 


The four dozen brushes in the No. 2400-B 
Assortment are as follows: 

Suggested 

Lengthof Colorof Retail 

Quan. Size Bristle Handles Price 

2 doz. id 1%” Rose 10c 

1 1/3 doz. 2” 1%” Blue 10¢ 

2/3 doz. a 1%” Tan 10¢ 
(Approximate shipping weight—3% Ibs.) 


SMALL, 


Due to the exceptional values of these 1939 Osborn Brush Assort- 
ments, we suggest that you act promptly to obtain your require- 


ments. 


Ask your Osborn Brush Wholesaler or write direct to us if you do not 


know his location. 


10c, 15c, 25c Values 


No. 3000 VARNISH BRUSH ASSORTMENT 


Brilliant Blue and Orange of the display box 
and the brush handles makes a STOP, LOOK 
and BUY combination. ‘Hard-to-satisfy" 
customers warm up at these values. Brushes 
are made of Pure Black Clinese Bristle; vul- 


canized in rubber; nickeled ferrule. 


The three dozen brushes in the No. 3000 
Assortment are as follows: 
Suggested 


Color of = Retail 
Handles Price 


Length of 
Quan. Size B istle 
1 doz. a 1%” (Orange 10¢ 
1 doz. Ya” 2s" and 15¢ 
1 doz. = 2%” Blue) 25¢ 
(Approximate shipping weight—5'/2 Ibs.) 


pr | Doand wadh Inaba be 
A PERFECT FIisH 
ba 


75c, $1.00, $1.25 Values 


No. 6000-C WALL BRUSH ASSORTMENT 


"Wall Brush customers" go into quick buying 
action when they see this Assortment. The 
attractive display box with the rich Blue and 
Yellow brush handles stop roving eyes 
quickly. 


These well-shaped Pure Chinese Bristle 
Brushes with their bright nickeled ferrules 
are “tops” in value! Bristle is vulcanized in 


rubber. 
The one dozen brushes in the No. 6000-C 


Assortment are as follows: 
Suggested 
Length of Color of Retail 
Quan. Size Bristle Handles Price 
1/3 doz. 3” 2%” (Blue $ .75 
1/3 doz. nr ad and 1.00 
1/3 doz. 4” 32” Yellow) 1.25 


COMPLETE ASSORTMENTS FOR FASTER TURNOVER 





Sales Offices: 


JHE OS80RN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE ® 


New York 


CLEVELAND, OHIO 


* Detroit @ Chicago @ San Francisco 
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SERVICE FOR YOUR CUST 





SALES OPPORTUNI Oe 
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gested ™ 
‘a This will be of special interest to any dealer now handling or contem- > 
Plating selling anything in the building field. Every farmer who intends 
build will want the up-to-date design and type of construction 
Bescribed in this book. He will want the working plans and bills of 
@aterial. He will want the economy which the modern Continental 
Brel Sheets afford. 


The only way he can get the plans is through the local Continental 
Gealer. The dealer will thus be given the opportunity to furnish all or 
any part of the materials required for the building—not only galva- 
Rized steel roofing or siding sheets, but lumber, cement, nails, wire 
Gloth, insulation, hinges, locks, tools, etc., etc. 

This building campaign and plan service is ready to go to every 
co ages builder in your territory if you are ready to handle the 

usiness. Ask for copy of the Plan Book and full details regarding this 
§pecial sales building campaign. 


CONTINENTAL STEEL CORPORATION ¢ KOKOMO, INDIANA YE 
Plants at Kokomo, Indianapolis, Canton on, 
| 
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SCONTINENTAL 


83 STEEL PRODUCTS FOR FARM AND HOME 
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NO PUNCHED HOLES NECESSARY 


Without impairing their lead caps in any way, Dickson 
nails drive directly through unpunched lapped roofing 
sheets, seal the nail holes with lead and make a sheet metal 
roof watertight, protect it from rust and add years to its 
normal life. 

Dickson nails are suitable for corrugated, V crimp, or 
any special “two-drain” style of sheet metal roofing. 
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Follow this when ordering barbed, ring 
shank or screw shank DICKSON NAILS 








Actual size standard 1%" Dickson 





Size Approx. Count 





LEAD HEAD NAILS—87 to the pound ef Gauge __ per 100 Ib. Keg Adapted for 
Th il h fici ‘A te 3 ‘ Nail Bright Galvanised 
ese malls are at once t e most efhicient and the leas 1%” 10 9,460 9,100 Sheets with 1%” co aaa, 
expensive of all lead head nails. Many more of them are 1%” 10 8,700 8.300 Sheets with 114” or 24%” corrugations. 
sold and used annually in the United States than of any s 10 8,100 7,800 Sheets with 24%” corrugations. 
other make 2%” 10 7,600 7,200 { Sheets laid over old roofs or nailed 
; 2%” 10 7,100 6,700 direct to studding or framework. 
















Dealers who stock Dickson nails therefore can count 
on the maximum of sales volume and profit and on the 
fullest satisfaction to customers. 


About 90% of lead head nails used are the 1%” size. One pound of 
this size, 87 nails, is ample for laying one square (100 sq. ft.) ef 
roofing. Packed in 25 Ib. boxes, or 100 Ib. Kegs. 
















OTA ER D 


LEAD HEAD FASTENERS 
4" TO 16" IN LENGTH 


These are 
made of No. 10 
gauge galva- 
nized, annealed 
wire, softer 
than nail wire, 
and are used to 
fasten metal 

a roofing sheets 
directly on steel framework. They 
are inserted through punched holes 
in the sheets and pulled tight 
around the steel purlins. The ap- 
proximate number in a pound of 
each size is as follows: 








4"—33 7°—24 10°—18 13”—15 

s*—30 8°—22 11°—17 gg 

6°—27 9°—20 12°—16 15S°—13 
16”—12 


C KS ON 


RECENTLY PATENTED 
Dickson Screw Shank Lead 
Head Nail —the only all- 
over lead head nail of its 


kind. 


We supply these nails, 
both bright and galva- 


nized, in all the 
common roofing 
sizes. In the gal- 
vanized nails, the 
screw threads are 
rolled before ap- 
plication of the 
hot zine coating, 
which then re- 
mains firmly 
bonded to the 
steel. The Dick- 
son is the only 
lead head screw- 
shank roofing nail 
that is roll- 
threaded before 
galvanizing. 


PpeOODUCTS 


Ring Shank Lead Head Nail 


Standard barbed lead head nails, 
which comprise fully 95% of the 
lead head roofing nails sold in the 
United States, have ample holding 
power under all ordinary conditions. 

However, in some sections of the 
country, where wind vibration is 
severe and where heat expansion 
of metal roofs in the middle of 
the day is extreme, a special nail 
is desirable. 


We are now producing a ring 
shank lead head nail which is 
designed to meet these unusual 
conditions. It will be found that 
this nail, illustrated at right, has 
practically double the initial hold- 
ing power of standard barbed lead 
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SO 


head nails and can be relied on in most 
cases to hold sheet metal roofing in place 
even to the point of depressing or dishing 
the sheet around the nail when pressure to 


lift the sheet is extreme. 


DICKSON WEATHERPROOF NAIL CO. 


America's 


Largest Producer 
EVANSTON, 


of Lead Head Nails 
ILLINOIS 
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GIBSON’S POTENT 


6 
ADVERTISING and SALES THEME 39 / 
6 





ne PUTS YOU UP FRONT IN 
tal , 
its 3 is 4” is not ONLY a powerful catch-line. It’s a great Gibson extra-value sales 
e story. All refrigerators give (1) a cabinet, (2) a motor-compressor, (3) a freez- 
al } ing unit—but only Gibson turns 3 into 4 by giving the Magic Freez’r Shelf! 
i Women get the point instantly! IT WORKS—YOU ; 
ng ‘ SELL! Get the details—corner your 1939 profits NOW! 














" £ "8° & cysic root 9 


& a 
\ RETAIL 
LIST 


WITH HERMETICALLY SEALED UNIT 


PULLS THEM IN LIKE FLIES TO HONEY! 


Gibson offers you the ONLY proposition ; 
that’s really geared to today’s market. » ) 
Trade up or down—clear down to this 
model, the industry’s miracle value—and 
STILL PROFIT! Gibson localized adver- 


tising goes the whole distance with you. 


* x * 
and "European Cookery 
the American Way’ , 
—NEW PROFIT “‘BREAK’’ THAT NAILS YOUR 
AREA DOWN TIGHT! Fine-drawn sales argu- 


ments to one side — for here comes the most 
sensational of electric ranges, with the 


1s most convincing sales story ever told 

to to American homemakers—your 
BIGGEST chance to enter into impor- 
tant new profit, and dominate your 
sales area! Get the story! 


PROGRESS HEADQUARTERS 














pst 








3 GIBSON ELECTRIC REFRIGERATOR CORPORATION + GREENVILLE, MICHIGAN 
i Chicago Office: Space 540-B, American Furniture Mart 
Export Office: 201 N. Wells Street, Chicago, U.S.A. Cable Address: GIBSELCO, Bentley Code 






31 





JANUARY 12, 1939 























_ the kind everybody knows and wants. 








... and put 
this efficient salesman 
fo work 2 oO» 


@ Thousands of hardware men have told us of the fine 
selling job the ACCO NO. 38 SALES-MAKER has 
done for them. It has brought in many dollars that 
would otherwise not have come to them. 

The ACCO SALES-MAKER sells volume—and sells 
persistently. It produces so successfully because it is 
stocked with popular sizes of AMERICAN Chains— 


Put the ACCO SALES-MAKER where your custom- 
@re Will see it. The sales will come as a matter of 
Gourse. If you haven't an ACCO SALES-MAKER, ask 
your wholesaler to tell you how easy it is to get one. 

This also is the time to sell ACCO Proof and BBB 
Coil Chain, Weed American Bar-Reinforced Tire Chains, 
Elwel Twist Link Truck Chain and ACCO Towing Chains. 


AMERICAN CHAIN DIVISION 
BRIDGEPORT, CONNECTICUT 





AMERICAN CHAIN & CABLE COMPANY, inc. 








AMERICAN CHAIN DIVISION @ AMERICAN CABLE DIVISION e ANDREW C. CAMPBELL DIVISION e FORD CHAIN BLOCK DIVISION e HAZARD WIRE ROPE 
DIVISION @ HIGHLAND IRON AND STEEL DIVISION e MANLEY MANUFACTURING DIVISION e OWEN SILENT SPRING COMPANY, INC. e PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION e READING STEEL CASTING DIVISION © WRIGHT MANUFACTURING DIVISION e IN CANADA: DOMINION 
CHAIN COMPANY, LTD. # IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. ¢ THE PARSONS CHAIN COMPANY, LTD. « In Business for Your Safety 
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— Waterbury’s Contribution 
Zo Modern Hardware Merchandising 


ATERBURY introduces the first convenient consumer 
rope package! Now you can hand your customer a 
100’ reel of packaged rope! The reel has been designed 
with a large diameter core that will fit over any peg or | y = 
implement handle. The rope unwinds without kinking — %si« vrit 300° of rope in three con- 


tinuous 100’ reels. Single knife stroke 
cuts first... 


Somes; 





WR ax 








or snarling — assuring customer satisfaction. Any unused 
rope is stored in perfect 













condition on the reel. 
True customer con- 














venience and economy! ... and separate reels giving you 
a 100’ or 200’ handy “‘package’’. 








Have your jobber’s salesman 
get you a WATERBURY 


“Rope R Z, d, id 


Decrease your 

handling cost. — tnirwitouroftecting other 100" reels, 
Make your con- 

venient customer package your convenient store 
package. Cut off a 100’ reel and hand it to your 
customer. Combine this simplified store handling 
and actual convenience and economy with unex- 
celled store display. In this modern package style, 
you will sell more rope—and with a reduced 
inventory! Less investment and lower sales cost! 
























Quality Ropemakers for over 120 years 


WATERBURY ROPE COMPANY, INC. 
401 PARK AVENUE . BROOKLYN, N. Y. 
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Informal Editorial Comments 





Electric Refrigeration :-—— 


Compared to many other manu- 
facturing groups whose products 
are distributed through hardware 
channels, the electric refrigeration 
manufacturers comprise a relative- 
ly new industf#y—young in years 
but wise in merchandising experi- 
ences. From the start it has been 
a “go-getter” industry, a good rival 
for the automobile field’s laurels as 
master sellers. In the advertising 
section of this issue, five of the 
leaders announce their new 1939 
models; their display and merchan- 
dising programs; the new selling 
features on the new models and 
their broader plans for helping 
hardware dealers sell more electric 
refrigeration. Two or three others 
in the front rank group plan sim- 
ilar advertising announcements at 
an early date. The refrigeration 
industry is going to town again in 
1939. With it will go many hard- 
ware distributors who take advan- 
tage of their opportunities for mak- 
ing their full share of these sales. 
The manufacturers who present 
their new models and their mer- 


chandising plans to the hardware 
trade are eloquently indicating 
their belief in hardware distribu- 
tion and their desire to do their 
part in helping hardware dealers 
obtain an important part of the 
1939 electric refrigerator business. 
The hardware trade attracts these 
manufacturers because of the low 
mortality rate among hardware 
dealers and wholesalers and their 
record for maintaining steady store 
trafic on the many _ incidental 
necessities common to the hard- 
ware store. As in every other field, 
sales are made where people shop 
and where other goods are con- 
veniently available. The hardware 
trade needs the sales of electric re- 
frigerators (and other major appli- 
ances) for the profitable volume 
they offer and for their high indi- 
vidual unit of sale. Refrigeration 
sales help offset the many small 
amount sales that are inevitably a 
part of every hardware store’s 
daily business. It isa happy and 
opportune tie-up. The refrigera- 
tor producers have made _ their 
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plans quite clear and it is now up 
to the hardware trade to get going 
and aggressively make the most of 
their opportunity to make some 
money in this field. It requires 
aggressive selling, both outside and 
inside and is an effort which will 
thoroughly pay its way. 


Inventory :— 

Income tax laws require an in- 
ventory. Banks require an inventory 
before granting a loan. Sometimes 
retail inventories are estimated in- 
stead of actual. This is the heart 
of the inventory season but too 
many dealers consider the “taking 
of stock” as a necessary evil and 
fail to make the best use of the 
facts that such an accounting can 
reveal. It is from the annual check 
up of goods in stock that you can 
determine whether your buying and 
selling has been in proper balance 
in order to realize a net profit. The 
inventory should also serve as a 
guide to root out “shelf-warmers 
whether they be individual items 
in a line (size, color-types, etc.) 01 
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~ POWERHOUSE 


You can make a strong bid for door closer busi- 
ness with Iico, the “powerhouse” line with stoppers 
for every demand. 


ae 





Ilco Door Closers have sales appeal. There are 
models adaptable to any type of installation — 
heavy, medium, and light. All types are easy to 
install, dependable in operation. And each one is 
priced to give you a good solid profit. 


Write for prices and information on how to obtain 
an Attractive Counter Demonstrating Display 
free of charge. 


i RBS es 


THE SYMBOL OF SUPREME 
LOCK PROTECTION 


INDEPENDENT LOCK CO. wiseccuosecrs 
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a complete line. Inactive items, 
save where they are vital service 
factors which your community re- 
quires and deserves as part of your 
obligation to it as its purchasing 
agent, might better be put on sale, 
closed out and not reordered. Care- 
ful checks on inactive merchandise 
in hardware store stocks often re- 
veal some shocking frozen assets 
running as high as 20 to 30 per 
cent of the total stock. Frozen 
goods mean frozen money and add 
to the cost of distribution and ham- 
string a store’s available capital. 
display and storage space. Our 
outstanding competitors, the chains, 
mail order and department store 
outfits watch their inventory figures 
very closely. Many of them keep an 
almost current or running stock 
control system that prevents too 
much frozen capital. Such dis- 
tributors will discharge a manager 
or department head who allows his 
allotted money to stay idly invested 
in goods that don’t or won't sell. 
Independent hardware merchants 
will have to be just as hardboiled 
with themselves if they want to 
enjoy a prosperous 1939 and suc- 
cess continuing into the future. 





Yourself: 


The first of the year also offers 
a splendid opportunity for a little 
self-analysis—or, if you will, an ‘in- 
ventory of your own abilities, your 
own habits, your own selling and 
buying procedure and your atten- 
tion to management problems such 
as training the younger and less ex- 
perienced workers in your store. 
An inventory of your 1938 display 
advertising and outside selling 
campaigns would be equally as ap- 
propriate particularly if you are 
completely honest in your own ap- 
praisal of your own activities and 
net accomplishments. From such 
a thoughtful personal inventory 
you can declare your own New 
Year’s resolutions and then set 
them down on paper as a further 
inspiration to be actually followed. 


Resolutions :— 


Too often our first-of-the-year 
resolutions, both in our personal 


and business lives, are merely the 
result of some self-pity vulgarly 
known as a “hang-over.” This need 
not be for if a man is smart enough 
to own and operate a retail hard- 
ware store he is certainly smart 
enough to correct inefficient meth- 
ods and practices even when he is 
the guilty party. As an encourage- 
ment and perhaps a guide to stimu- 
late some appropriate thinking, 
planning and action for a more 
efficient job of hardware retailing 
in 1939, we publish again, in this 
issue on page 44, the HARDWARE 
AcE Platform. It provides a few 
fundamentals, which, if observed, 
would tend to improve the hard- 
ware distributing industry’s com- 
petitive and profit position. 


Compensation :— 


Most hardware salesmen who are 
working on a commission basis are 
paid a flat percentage rate on their 
gross sales, without a specific ad- 
justment based on the profits or 
mark-up enjoyed on such sales vol- 
ume. With manufacturers and 
wholesalers such a plan can operate 
on the basis of variety of lines 
handled which help strike off a 
workable average. At that, many 
wholesalers pay a reduced percent- 
age on certain highly competitive 
items on which their own margin 
is close. A few wholesalers oper- 
ate strictly on a “share of profits” 
basis. Last week I was discussing 





National Hardware. 
Week 


May 6 to 13, 1939 


The objective of Na- 
tional Hardware Week 
is “to make consumers 
more hardware store con- 
scious.” This is a most 
worthy effort. Make up 
your mind now to par- 
ticipate in this promotion 
event. Further details will 
be given in an early is- 
sue. Watch for this. 


salesmen’s compensation with three 
prominent retail distributors who 
are particularly active in the build- 
ers’ hardware field. They were 
agreed that a flat rate of commis- 
sion on builders’ hardware sales 
could easily prove ruinous to the 
house, particularly on large orders 
where sales might be obtained sole- 
ly because of low bid. Two of 
these men paid builders’ hardware 
salesmen a percentage on margin, 
one a flat rate on the margin and 
the other a sliding scale—margin 
in this case being strictly the dif- 
ference between invoice costs and 
sales prices. The third paid a flat 
25 per cent on what he termed 
“profit.” To him the profit was 
that part of the sale over invoiced 
cost plus 5 per cent for freight and 
handling. There are merits to all 
three ideas and from them might 
well be developed an appropriate 
and instructive discussion for the 
1939 convention of the National 
Contract Hardware Association. 


Further Details :— 


The distributor operating on the 
“share of profits” basis was sufh- 
ciently interested in the discussion 
to write a letter on the subject after 
he returned home. He writes:— 

“Answering your favor of the 
ninth regarding compensation, in 
my estimation, for all concerned is 
to give the salesman a percentage 
of the profit. This is the way I 
have operated my department for 
several years. Then there is no 
argument. If the job is taken on 
a 10 per cent basis, the salesman 
gets his percentage. If it is taken 
on 100 per cent profit basis, he still 
gets the same percentage. We have 
always paid our builders’ hardware 
men 25 per cent of the profit, and 
we arrive at our profit by taking 
the actual cost of the merchandise, 
plus 5 per cent handling to cover 
freight and handling. Trust I have 
made this clear. When a salesman 
is sharing in the amount of profit 
he is very much interested in mak- 
ing all the profit he feels he can, 
and that may not be so true when 
he isn’t personally interested in the 
amount of profit.” 
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i> URING the last few chap- 
iD, ters of our Advanced 

Course, we have studied 
articles which are more or less 
common to every type of public 
building. A little later on we will 
take up items especially designed 
for particular types of public 
buildings. In this chapter, how- 
ever, we will discuss another type 
of hardware used generally in all 


types of public buildings, namely, 


lavatory hardware. 

As long as I live I will never 
forget the first public building | 
ever figured with lavatory hard- 
ware. The job was in Worcester, 
Mass., and I figured it while first 
employed by the J. Russell Co., of 
Holyoke, Mass., and was fresh 
from the factory. There was a lot 
of lavatory hardware specified and 
I got the job. You have seen the 
cartoon “The Successful Bidder?” 
That was me. 

No one had ever told me that 
marble, slate, or glass partitions 
required different and more ex- 
pensive hardware than was used 





Fig. 1—Box flange lavatory hinge. 
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Chapter 42— Advanced Course 


Lavatory Hardware 


on wood partitions. I figured 
wood partition lavatory hardware. 
Naturally I got the contract. My 
price was so low that the contrac- 
tor, who was very friendly with 





Fig. 2—Box flange blank for use 
with hinge Fig. 1. 


the J. Russell Co., told them a mis- 
take must have been made. This 
probably saved me my job be- 
cause he permitted us to find our 
error and revise our price. 

It’s been many months since you 
studied the Elementary Course but 
perhaps you will remember how at 
that time I strongly'urged the use 
of brass and bronze hardware in 
bathrooms. This recommendation 
applies equally well for lavatory 
hardware even on wood _parti- 
tions. I would always recommend 
brass or bronze. And, incidentally. 
you will find that the architects 
are more and more demanding 
chromium finish. White bronze is 
also specified to a considerable 
extent. On wood partitions, which 
are seldom used any more, you 
will find that the doors are oc- 
casionally hung on jamb spring 
hinges of the type you have al- 
ready studied. 

On marble, slate and glass parti- 
tions the doors are often hung on 
box flange spring hinges (Fig. 1) 
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and, where it is necessary to keep 
the price down, the hinge, similar 
to Fig. 1, with a blank (no spring) 
hinge (Fig. 2) is ordered. This 
spring hinge serves to keep the 
door closed at all times. If “re- 
verse spring” is ordered the door 
is always open against the parti- 
tion save when the stall is in use. 

Next, in point of general use 
for lavatory door hinges, come the 
spring pivot hinge surface type 
(Fig. 3) and the mortise type (Fig. 
4). This type of hinge prevents 
the door from sagging. In re- 
cent years various types of gravity 
hinges, similar to that shown in 
Fig. 5, have increased in popular- 


Fig. 3—Pivot 
spring hinge 
surface type. 
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ity. Fig. 6 shows a checking lava- 
tory pivot hinge, manufactured by 
P. & F. Corbin, which controls the 


speed with which the door closes. 
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Fig. 4—Pivot spring 
hinge surface type. 


All of these types are adapted for 
use under various conditions by 
special construction or attachment. 
Many of them are made double or 
single-acting as desired. Should 
you desire more detailed informa- 
tion | would suggest your study of 
the catalog of the manufacturer 
from whom you buy your lavatory 
hardware. 

Having hung the doors by one 
of these various methods, it next 
becomes necessary that you use a 
suitable type of latch or bolt. One 
of the many types of throw latches 


is shown in Fig. 7. Fig. 8 shows 


Fig. 5—Pivot 
gravity hinge. 
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a slide bolt with rubber bumper 
in the handle to protect the hard- 
ware and stall partition. Fig. 9 
shows one of the commonly used 
indicator bolts showing whether 
the stall is occupied or not. There 
are so many types that I again 
think it best to refer you to your 
manufacturer’s catalog. 

The next important item is the 
strike which acts as a stop for the 
door and the keeper for the bolt. 
You must be extremely careful at 





Fig. 6—Checking pivot 
for lavatory door. 


this point. Order the proper strike 
for the bolt you are using but be 
sure to specify whether the door 
opens in or out. When specifying 
hinges and strike it is important 
to know the exact thickness of door 
and particularly whether the door 
has different thicknesses and is 
flush with the partition both in- 
side or out. In fact, I would sug- 
gest that you always send your 
factory a detail. While certain 
adjustments can be made in both 
hinge and strike, the adjustment is 
limited, and.a wise builders’ hard- 





ware engineer will give all the es- 
sential information when ordering. 
Fig. 10 shows one of several types 
of strikes for wood doors. A stop 





Fig. 7—Throw latch for lavatory 
door. 


similar to that shown in Fig. 11 
may be all that is needed. 

Every men’s toilet stall should 
be equipped with a coat hook. 
Often these are in the form of a 
combined hook and bumper (Fig. 
12) which fastens to the door or 
one similar to Fig. 13 > which 
fastens to the partition. 

Certain types which open out 
require a door pull. Study the 
types of bolts, nuts and washers 
used with this lavatory hardware 
as they are shown in your manu- 
facturer’s catalog. 

Steel lavatory stalls usually come 
equipped with hardware and in 
referring to your specifications on 
this item in the general architect's 
specifications you will find this to 
he true. 

On marble, slate and glass par- 
titions it is generally found that 
the lavatory hardware is furnished 
by the builders’ hardware man but 
that the lavatory partition stand- 
ards and stall partition fittings are 
part of the marble, slate or glass 
partition contractor’s obligation to 
figure and furnish. Always check 
the architect’s specifications on 





Fig. 8—Slide bolt for lavatory 
door. 
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this point. 


Don’t figure what an- 
other sub-contractor is to furnish 


or you won't get the job. 


fail to figure what the specifica- 
tions say you are to figure or you 
will get the job and wish you 


hadn’t. 
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Don’t 


Toilet stall details 


On wood partitions it is quite 
the common practice to have the 
builders’ hardware man figure and 
furnish the stall partition fittings. 
Legs, such as are shown in Fig. 14, 
and angles similar to the one 


shown in Fig. 15 are among the 


articles which 


may be required. 


Armed with the information ob- 
tained from studying this chapter 
and your manufacturer’s catalog 


and backed by 
the architect’s 


a careful study of 
plans and specifi- 


cations you should be well pre- 
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Fig. 9—Rim indicator bolt 
for lavatory door. 


Fig. 10—Strike 
and keeper for 
lavatory door. 





pared. I trust that none of my 
readers will ever get a job as a re- 
sult of ignorance of the subject. 

One manufacturer has been kind 
enough to send me an _ outline 
which covers a number of instruc- 
tive points and | have decided to 
list them in much the same way as 
he sent them. They are as follows: 

Clamp Flange Spring Hinges: 

A. Single action with one ad- 
justable clamp flange made of 
wrought metal. Hanging stile type. 

1. Clamp flanges are adjustable 
1% inch over and under: | in., 114 
in., 114 in., 134 in., 2 in. 

2. Regularly made to close the 
door, can be made to hold doors 
open when reverse acting springs 
are specified. 

3. Used on either right or left- 
handed doors opening out or in. 

4. For light doors furnished in 
sets, one spring hinge and one 
springless hinge with adjustable 
clamp flanges. 

a. The springless hinge is placed 
at bottom of door. 

5. The thickness of both hang- 
ing stile and door must be stated. 

6. Single action with two ad- 
justable clamp flanges. 

a. With reverse springs is ap- 
proved Gov. Type 2360. 

b. Furnished with springless 





Fig. 11—Strike only for lavatory 
door. 
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hinge, with two adjustable clamp 
flanges. 

7. Cast type, clamp flange is ad- 
justable 1/16 in. over and under 
the specified thickness of hanging 
stile. 

a. Also furnished with spring- 
less hinge. 


B. Single Action, Without Hang- 
ing Stile. 

1. Clamp flange for the parti- 
tion is not adjustable. 

2. Hinges for doors opening in 
are constructed differently than 
those opening out, same must be 
stated. 

3. Doors opening in can be sup- 
plied with reverse springs to hold 
doors open, but are regularly 
furnished to hold doors in a closed 
position. 

4. Doors opening out, in this 
type are only made to hold doors 
closed. 

5. Hinges made for two doors, 
one type for doors opening in, and 











Fig. 12—Hook and bumper 
for lavatory door. 


another type for two doors open- 
ing out. 

6. All the above types are 
furnished with springless hinges. 

7. Exact thickness of partition 
and door must be stated. 

8. With reverse springs ap- 
proved Government Types 2362, 
2363 and 2364. 


C. Surface Spring Hinges, Cast 
Single Action. 

1. Made to hold door closed, can 
be furnished with reverse acting 
springs so door will stand in open 
position. 

2. Springless hinge also fur- 
nished with this type. 

3. For light and narrow lava- 
tory doors only, a combination 
hinge with a springless hinge at 
the bottom may be used, one type 
called the checking blank has a 
bumper, holds the door partly 
open while toilet is not in use, dis- 





Fig. 13—Hook and bumper 
for lavatory partition. 


pensing with the use of an indica- 
tor bolt. 


D. Double Action Spring Hinges 
with One Clamp Flange. 

1. Clamp flange not adjustable, 
thickness of hanging stile must be 
stated. 

2. Not furnished with springless 
hinge. 


E. Double Action Spring Hinges 
with Two Clamp Flanges. 

1. Both hanging stile and door 
thicknesses must be stated. 

2. Regular type without hang- 
ing stile used where hinges are 
hung from a partition or from a 
wall. 


F. Single-action Hinges Made to 
Use on Pipe Partitions. 

1. Exact outside diameter of 
pipe and thickness of door and 
partition must be stated. 

2. Doors opening in can be 
furnished to hold door open or 
closed. 


G. Double-action Hinges Made 
to Use on Pipe Partitions. 

1. Exact outside diameter of 
the pipe must be stated and thick- 
ness of the door. 


H. Single-action Hinge with 
Angle Flange. 

Lavatory Spring Pivot Hinges. 
(Ball Bearing. ) 

1. Made in mortise hinge type- 

2. Made in surface hinge type. 

a. These two types are made up 
either adjustable or non-adjustable 








Fig. 14— Bottom 
leg for wood 
lavatory par- 
tition. 


se. Fig. 15—Angle for 
wood lavatory 
partition. 
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1 Spring Hinge and Blank Single Acting with Hanging Stile 1000 x 01000 2242 x 2244 
2 q Spring Hinge Single Acting with Hanging Stile 1000 2242 wa 
3 Spring Hinge Double Acting with Hanging Stile 1005 2241 
A Spring Hinge and Blank Single Acting No Hanging Stile, Opening in 1002 x 01002 . 2842 x 2844 
5 | Spring Hinge Single Acting No Hanging Stile, Opening in 1002 2842 i 
6 Spring Hinge and Blank Single Acting Surface Type 1011 x 01011 2442 x 2444 
7 Spring Hinge Single Acting Surface Type 1011 2442 F 
8 | Spring Pivot Hinge, Single or Double Acting Surface Type 1030 7227S , 
9 Spring Pivot Hinge, Single or Double Acting Mortise Type 1032 C17227M 
10 | Gravity Pivot Hinges, Single or Double Acting Surface Type 1330 472278. 
11 Gravity Pivot Hinges, Single or Double Acting Surface Type 1331 C147227S- 
12 : Lavatory Bolt, Rim Indicator Type . 5009K x 6015 1250K x 1268 
13 | Lavatory Bolt, Mortise Indicator Type 6010K x 6015 1254K x 1268 
14 : | Lavatory Bolt, Swing Latch Rim Type 5000K 1242K 
16 | Lavatory Bolt, Slide Bolt Rim Type 5003K 1240K_ 
16 | Lavatory Stop and Keeper, opening in, for use with Rim Indicator Type Bolt 1055 1247F a 
17 | ; Lavatory Stop and Keeper, opening out, for use with Rim Indicator Type Bolt 1057 1247G 
18 | Lavatory Stop and Keeper, opening in or out, for use with Mortise Indicator Type Bolt 1051 1247D 
19 | j Lavatory Stop and Keeper, opening in, for use with Swing Latch Rim Type Bolt. 1053 1247C 
20 | Lavatory Stop and Keeper, opening in, for use with Slide Bolt Rim Type Bolt 1055 1247F 
21 Lavatory Stop and Keeper, opening out, for use with Slide Bolt Rim Type Bolt 1057 - 1247G - 
22 Hook and Bumper for Lavatory Door 5030 1233 





EDITOR’S NOTE:—While every care has been taken we assume no responsibility for correctness of these comparisons fur- 


as published here has been approved by them. 


that the door when closed will line 
up with the partition surface. 


(spring tension easy adjustment). 
b. Adjustable to permit aligning 
and setting door to close or hold Hand of door, whether they 
open in any desired position aftet open in or out, and thickness of 
the door is hung. door and partition must be stated 
c. The clamp flanges are ad- for this special requirement. 
justable 4 in. over or under the f. Pipe and flat brackets can be 
furnished, width of flat brackets 
and outside diameter of pipe must 


be stated. 
Gravity Pivot-Hinges 


following sizes: 1 in., 114 in., 
11% in., 134 in., 2 in. 
d. Used for right and left-hand 
doors single and double acting. 
e. Doors hung at the center of 1. Can be used either single or 
the edge of the partition; special double action. Right or left hand. 
offset brackets can be furnished so 2. Adjustable, permitting align- 
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ment and setting the door to close 


or hold open in any desired posi- 


tion after the door is hung. 


3. Furnished with adjustable 
clamp brackets as per other types. 
Also for pipe partitions, and flat 


brackets, same precautions in ex- 


act outside diameter of pipe, and 
width of flat bracket must be 


stated. 


4. Single-action offset type. 
a. Always state if wanted for 


right or left hand doors 


whether opening in or out. 
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nished by the manufacturers. 











“Taking the Mystery Out of Builders’ Hardware” 
OF LAVATORY HARDWARE 
s E ; 5 é 6 e 
5 a ® S 4 ane - = 
3) - 2 wo | eB. % Gs 
te gs Ze ao - qs 8 26 
ps 3a a8 E% g 3 a az 
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— in eee ee ads 
596 x 0596 | 1900 x 1910 | 4000 x 400034 | | M6 x 4468 1108 | 
596 1900 4000 446 208 
1904 a 1208 
1907 x 1917 | 
586 1907 486 | 
F 1920 x 1930 4 
1920 
; | 2834 
7 2234 ; 
2834G 501 
2834G 
466 8316 | 1990K x 1985 8590 5065 0156 | 238 1217 
46714 8317 | 1988K x 1985 8591 5075 0165 | 239 1208 
~ 599143” 8318 1964K 8727 5055 0171 120 1224 
1965K 
69g 3 1848 85991, 21 255 891 
 6T815 1849 85994 23 | 867 
676 ; 1842 85911; 24 261 890 
671 and 672 1844 872614 2214 252 892 
673 1848 21 256 891 
673!., 1849 23 | "957 
2420 8502 | 1982 4784 2062 338 437 


The comparative data has been furnished in each case, by the individual manufacturer, and 


b. These hinges are supplied 


with a special bracket that will 
permit the door to open and hold 
open at 180 degrees, providing 
partition and trim do not project 
beyond the surface of the door on 
the hinge side more than % in. 
When of the 
door will be flush with the parti- 


closed the surface 


tion on the hinge side. 
Lavatory Door Strikes and Keepers 


1. Thickness of door and hang- 
ing stile, and where partition is 
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used instead of hanging stile must 


for regulation thicknesses wrought 


be stated. 

2. Particular attention should be 
paid to whether doors open in or 
out in selecting this item of lava- 
tory hardware. 

3. Latch slots and mortises have 
to agree with the type of latch or 
bolt selected. 

1. Latch bolts are also applied 
on surface, half mortise and mor- 
tise. This also governs the position 
of the latch slots and mortise holes. 

5. Clamp flange is adjustable 


type. 
6. Cast type not adjustable. 
7. Flat strikes and keepers. 


3. Pipe type strikes and keep- 


ers. 

a. State exact outside diameter. 

b. State whether doors open in 
or out. 

In our next chapter we take up 
the first two specific types of build- 
ings—-oflice buildings and apart- 


ment houses. 
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HARDWARE AGE Believes:— 


1—With proper cost control, distribution 
from manufacturer-to- wholesaler -to- retailer 
will continue the economical and _ practical 
method for merchandising most hardware 
lines. 


2—Retailers should focus their effort and 
thinking more on selling than on buying, and 
should concentrate their buying in the fewest 
possible sources of supply. Sales opportuni- 
ties should govern purchases. 


3—tThe wholesaler function cannot be elimi- 
nated, though distribution costs could and 
should be reduced. Cooperative buying 


transfers but does not eliminate the jobbing 
function and its costs. In most cases, co- 
operative groups could work successfully 


with existing wholesaler machinery, if all fac- 
tors observe rigidly the conditions required 
in a cooperative group. A compromise may 
be the further development of jobber-owned 
retail stores or dealer-owned jobbing plants. 


4—Price competition will always be a vital 
factor in retailing, but permanent success de- 
mands a new appreciation of quality mer- 
chandise. Added costs that do not carry with 
them added value to the consumer should be 
eliminated. Manufacturers’ suggested resale 
prices should provide adequate margins for 
both wholesaler and retailer, giving full con- 
sideration to required stock investment and to 
frequency of turnover. Manufacturers who 
aim to distribute mainly through hardware 
channels should avoid price discrimination in 
favor of chain store and mail order com- 
panies. If they furnish such outlets with 
competitive grade products at special prices 
they should offer their regular distributors the 
same goods on the same basis. 


5—-The basic problems of retail hardware 
dealers are: to get more people into their 
stores; to provide a store in which service, 
variety of goods and values encourage pat- 


ronage; to facilitate second or extra sales by 
grouping related merchandise together; to 
promote aggressively the sale of more higher 
price units to offset the narrow margins of 
many small sales which are inseparable from 
hardware retailing, and to develop outside 
selling. 


6—Hardware dealers should promote the 
sale of all related specialties which have a 
profitable market, but not to the detriment 
of standard backbone lines such as tools, 
builders’ hardware, housefurnishings, paints, 
etc. With proper balance of effort and think- 
ing, specialties should help sell staples and 
vice versa. 


7—The hardware store should resume the 
mechanical services which formerly centered 
there: tinsmith and sheet metal shopwork, 
sharpening scissors, skates, lawn mowers and 
edge tools; making keys, fixing locks, put- 
ting in window glass, miscellaneous simple 
repairs, etc. Such services are profitable 
and attract customers. 


8—A few strictly cash-and-carry retail hard- 
ware stores can succeed. For the majority of 
stores, a sane credit and installment selling 
basis is desirable. American consumers ex- 
pect such extra service plus deliveries, partic- 
ularly when they buy higher value units. 


9—Window and interior displays should in- 
clude visible, value-creating price cards, and 
4 higher standard of lighting. Window dis- 
plays and interior lay-outs (particularly table 
displays) call for frequent change. 


10—Hardware merchants should give more 
attention to selecting and training sales per- 
sonnel. This means regular store meetings 
and constant use of helps offered by business 
papers, trade associations and traveling sales- 
men. Experienced employees should share au- 
thority and responsibility. 

11—-Merchants and employees should adapt 


all useful methods practised by chain stores, 
mail order houses and other competitors. 


With full confidence in the future of the hardware 
business, HARDWARE AGE dedicates its editorial efforts 
to the principles embodied in these eleven points. 
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“All work and no play makes Jack a dull boy” 




















R. M. Joyce, vice-president and secretary, 
Henkle & Joyce Hardware Co., Lincoln, Neb., 
wholesale hardware distributors, is a hunting 
and fishing enthusiast, although he is gener- 
ally fond of all kinds of outdoor activity. 
Mr. Joyce is shown here on a recent hunting 
trip with his friend, A. C. Lau, of Lincoln, a 
wholesale grocer. Mr. Joyce is the gentle- 
man in the foreground carrying a pheasant 
he has just “bagged.” Of his several hob- 
bies Mr. Joyce says, “I love to fish and hunt 
—especially the latter—and never fail to 
spend two weeks each fall in that section of 
Nebraska where game freely abounds. The 
rougher the weather the better I take it. I 
devote two afternoons a week to golf in a 
foursome completing its 18th year of associa- 
tion. I've read some very interesting stories 
about poker and enjoy a hand at bridge. I 
arrive at the office-in the morning and leave 
in the evening with the rest of the force and 
like it” 
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When Carl J. Gee isn't sell- 
ing hardware in his store in 
Whitehall, Mich., he finds great 
pleasure during the season’ 
sailing his 26-ft. cabin sloop 
the “Buckeye” on White Lake. 
Mr. Gee is shown in this pic- 
ture aboard his sloop. Carl J | 
Gee is the gentleman to the 

! 
| 
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left, the other sailor is his 
friend, Harry Day, a banker 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Utah State Capitol, Salt Lake City 


LL recIsLATIVE FORECAST 


Vital legislation, for and against 
the retailer, will be discussed at 


state capitals this month. Here is 


an outline of what is impending: 


ITH the movement for 
legislation to cure ills of 
retail merchandising going 


forward unchecked and the indi- 
cation that attempts will be made 
by outside groups to gain legisla- 
tion that would seriously hamper 
retail trade, hardware dealers in 43 
states face legislative sessions this 
month more important than in any 
previous year. 

Individual members of the hard- 
ware trade, working through local 
groups and their state associa- 
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tions, during the past few weeks 
have been arranging legislative 
programs preparatory to the con- 
vening of 43 state legislatures be- 
tween Jan. 2 and Jan. 16. 

Interest of hardware groups in 
these states, a survey reveals, will 
be directed generally toward fair 
trade and unfair sales legislation, 
sales taxes, wage-hour and labor 
relations measures, chain store 
taxation and unemployment insur- 
ance programs. Additional types 
of legislation are being sponsored 


or opposed by hardware groups in 
a few states to meet relatively lo- 
cal conditions. 

Legislative sessions opening in 
January will be the first regular 
meeting of the state lawmakers in 
36 of the 43 states. Alabama hard- 
ware dealers face their first regu- 
lar session in four years, while 
legislatures in Arizona, Massa- 
chusetts, New Jersey, New York, 
Rhode Island and South Carolina 
meet every January. 

The number of regular state ses- 
sions meeting this coming year 
will be brought to 44 when the 
Florida legislature convenes April 
4. No regular session will be held 
in Kentucky, Louisiana, Missis- 
sippi and Virginia during 1939, 
as legislatures in these states meet 
biennially in even numbered 
years. 
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Most states place a limit on the 
length of their legislative sessions, 
often 60 days, while in others the 
business of lawmaking may drag 
on well into the summer months. 

Outstanding among proposals to 
be considered by legislatures this 
month receiving the attention of 
the hardware trade are the wage 
and hour measures already pre- 
pared for introduction in each of 
the states. 

Hardware dealers were not alone 
in their concern over the effect of 
such legislation upon their busi- 
ness. In several states, hardware 
organizations have joined with 
other retail groups in an effort to 
prevent enactment of measures 
that would work unreasonable 
hardships on the conduct of retail 
trade. 

Retailers face the combined 
forces of organized labor, both 


for 1939 


A. F. of L. and C. I. O. groups, 
and many state labor departments 
who will work for passage of a 
“model” law designed to make 
provisions of the new federal law 
applicable to intra-state commerce. 
Principal objection to the proposed 
law will be to provisions limiting 
hours of labor to eight in a single 
day and 44 in a single week with- 
out payment of time and one-half 
for overtime work. The provision 
setting minimum wages, which the 
national act establishes at 25 cents 
an hour for firms in interstate 
business, will receive little or no 
attention by hardware or other re- 
tail groups. 

Secretary of Labor Frances M. 
Perkins, speaking Nov. 14 to the 
Fifth National Conference on 
Labor Legislation in Washington, 
indicated the effort to be extended 
by the national labor department 
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State Legislative Sessions for 1939 


Following are the starting dates of the 44 state 
legislatures that convene this year, together with 
the number of days that each session may last: 


State 


Alabama 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
Florida 
Georgia 
Idaho 

Illinois 
Indiana 

Iowa 

Kansas 

Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 
Vermont 
Washington 
West Virginia 
Wisconsin 
Wyoming 


Meets 


Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 


Apr. 


Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 
Jan. 


10 
10 


— 
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11 
11 
10 


Limit 
50 days 
60 days 
60 days 
100 days 
none 
143 days 
60 days 
60 days 
70 days 
60 days 
none 
61 days 
none 


50 days 


none 
90 days 
none 
none 
90 days 
none 
60 days 
none 
60 days 
none 
none 
60 days 
none 
60 days 
60 days 
none 
60 days 
40 days 
none 
60° days 
40 days 
60 days 
75 days 
120 days 
60 days 
90 days 
60 days 
60 days 
none 
40 days 








These sessions are already under way and hardware dealers should 
keep themselves posted as to what happens during their duration. 


























to gain enactment of state wage 
and hour legislation. 

“All the progress of recent 
years, encouraging as it is, must be 
balanced against needs still out- 
standing,” she said. “On the debit 
side we still have 23 states without 
minimum wage legislation, 30 
states without a legal limit of eight 
hours, even for women, and 25 
states with a weekly limit in excess 
of 48 hours, including eight states 
with none at all. 

“We have to face the fact that 
most hour legislation falls short 
of covering all workers, and that 
various exceptions and omissions 
are based, not so much on nature 
of the work, as on the pressure of 
special interested groups. We need 
agencies adequately staffed and 
financed to administer the labor 
laws fairly and thoroughly. A law 
that is not thoroughly enforced is 
unfair to some one. Adequate en- 
forcement means adequate staff, 
insured by adequate appropria- 
tion.” 

State labor officials will be eager 
to see enactment of wage and hour 
legislation acceptable to the na- 
tional administration to qualify for 
grants of funds that the administra- 
tor of the national act is authorized 
to make to co-operating state 
agencies to reimburse them for ex- 
penditures which they incur. 


Repeal Legislation 


With all but five of the na- 
tion’s 48 states having enacted fair 
trade acts to enable manufacturers 
of trademarked products to estab- 
lish minimum retail sales prices, 
hardware groups this year will be 
called upon to join with other re- 
tail groups in resisting a campaign 
for repeal of such legislation that 
will be launched in many states by 
consumers’ and women’s organiza- 
tions and labor and farm groups. 

Inability to accurately gauge 
sentiment that might be mustered 
by anti-fair trade groups made 
prediction of their possible success 
in repealing present acts difficult. 
Little or no publicity was being 
given to their efforts late in De- 
cember, but retailing groups were 
not unaware of the influence they 
are capable of commanding in 
many states. 

In Missouri, Texas and Wash- 
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ington, campaigns to gain enact- 
ment of fair trade legislation have 
been carefully planned. 

Legislation to prevent “loss 
leader” selling, usually termed un- 
fair sales acts, will be introduced 
in additional states next month 
with retail grocers’ organizations 
leading the campaign for passage. 
In a few of the states, hardware 
groups are pledged to cooperate in 
encouraging passage of such meas- 
ures, now on the statute books of 
half of the states. 

One or more sales tax proposals 
are expected in each of the 43 
states as the never-ending search 
for additional revenue to finance 
governmental services continues. 
Many states face critical financing 
problems this year, caused largely 
by increased burdens occasioned 
by old age pensions and other so- 
cial security measures. 

Hardware dealers will join with 








other retail groups in opposing 
imposition of sales taxes in states 
now without them and resist in- 
creases in the amount of existing 
taxes or changes in administration 
of existing taxes that would impose 
additional burdens on the conduct 
of retail trade. 

Chain store tax measures, in 
many cases patterned after the 
Louisiana law, will be introduced 
in several states this year. In a 
few states, attempts will be made 
to repeal or modify existing chain 
store tax laws. The Louisiana act, 
which takes into consideration the 
number of stores operated by a 
firm whether located within or 
outside of the state in determining 
the amount of tax for each store, 
has been taken as the pattern for 
a measure approved by the Kan- 
sas legislative council. In other 
states, similar measures are being 
(Continued on page 54) 





Wages and Hours 
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A challenge to every citizen. 
The story of a remarkable 
battle with graft and waste. 


How to 


LOWER 


URING the year 1937 the 
175,000 various taxing 


units in the United States 
spent approximately $17,000,000,- 
000. 

This was money collected by 
federal, state, county, city, town 
and village, school district, and 
other taxing bodies. It was your 
money and mine. 

How was it spent? How much 
of it was actually needed for the 
expenses of government? How 
much was wasted? How much 
stolen? If you don’t know, you 
should know. 

No sane man objects to paying 
just and reasonable taxes. But 
every sane man does object to 
paying more taxes than he should 
pay, objects to having his money 
squandered by careless, inefficient, 
negligent, stupid, ignorant, or 
corrupt tax officials. 
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By FRANK G. ARNOLD 
President of the Nebraska 
Federation of County 
Taxpayers’ Leagues 


Published in Liberty 
Magazine. Reprinted by 
special permission. 


Our taxes have been multiply- 
ing for years. They have now 
reached a point where they are 
threatening to drive the country 
into pauperism. Business and in- 
dustry have suffered until there is 
no new wealth left with which to 
create new enterprises or to sup- 
port constructive programs. 

Why does this condition exist? 

Because billions of dollars are 
wasted every year by those who 
spend our tax money! 

We cannot support both gov- 









Your [axes 


ernment and waste. Which will 
survive ? 

That question is for us, the 
people, to answer. We have the 
power to safeguard our govern- 
ment by driving the crook and the 
charlatan and the spendthrift out 
of public office. It is our duty 
and right to see that our taxes are 
wisely used. We must not let 
them be thrown to the winds, or 
spent whimsically. We must not 
let our money buy political favors 
for those in power. And we must 
see that an accounting is made for 
every penny of it. 

We in Nebraska have found out 
a lot about taxes and tax officials 
during our campaign for better 
government and lower tax levies. 
When we speak of the waste of 
billions of dollars, we are not 
guessing. We know. 

Nebraska has become known, in 
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the last few years, as the nation’s 
“white spot”—a white spot on a 
map black with the gloom of 
heavy taxation and the fear of 
heavier taxation to come. The 
story of her fight to decrease her 
taxes may prove enlightening to 
people of other states. 

In 10 years Nebraska’s general 
property levies have been reduced 
33.1 per cent. Taxes have been 
cut approximately $139,000,000. 
Bonded indebtednesses of political 
subdivisions was reduced by $38,- 
000,000. The state, as a state, 
has no bonded indebtedness today. 
It has no sales or use tax, no 
luxury, cigarette, or income tax. 

Up to the present the people of 
Nebraska have resisted all the 
efforts of the wasters—pressure 
from within the state and from 
without—to establish new forms 
of taxation. There are still some 
black spots in the “white spot,” 
but these will be eliminated as 
soon as possible. 

We in Nebraska realized some 
years ago that our tax money was 
being flagrantly wasted. We de- 
termined to find out how and by 
whom. It was hard, monotonous 
work. It took years of investiga- 
tion and auditing accounts. Over 
$100,000,000 in tax expenditures 
were itemized, classified, and 
analyzed. 


Groups Organized 


First we organized groups of 
taxpayers, men willing to spend 
time and energy and their own 
money in getting at the truth of 
government expenditures. We 
formed non-political organiza- 
tions, for we knew that both our 
major political parties spent our 
money with equal carelessness: 
that the tax funds were “any- 
body’s football.” 

We uncovered amazing things 
when auditing the books—where 
there were books to audit. Some 
government offices, incredible as 
it seems, had almost no records. 
We found accumulations of years 
of bills—some receipted and some 
not—as the only records available 
to account for the spending of 
thousands of dollars. 

After we had surveyed a num- 
ber of counties, cities, villages, 
and school districts, we had a 
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basis for comparison. For in- 
stance, we discovered that one 
county had paid $700 for 10,- 
000 distress warrants—ordinary 
printed forms on a small sheet of 
paper—whereas another county 
had bought the same number of 
these warrants for $52.50. We 
checked up on five other “low” 
counties. They paid an average 
of $115.70 for almost the same 
printed forms. 


Wastage Everywhere 


The county that paid the highest 
price spent $1,103.20 for 10,000 
primary election ballots. The 
county that paid the lowest price 
obtained the same number for 
$45. The average of the five 
lowest counties was $63.50. 

One county paid $110,000 un- 
der contract for a number of steel 
bridges. But when these bridges 
were checked, they were one short. 
Nobody ever found it. 

In another county a carload of 
gasoline was missing. What be- 
came of it is still a mystery. 

In my talks I usually exhibit 
part of a creosoted post. Any 
farmer in Nebraska knows that he 
can buy that post for $1.60 to 
$1.85. Yet one county paid as 
high as $12.50 apiece for these 
posts—they were designated as 
piles—and bought a large quan- 
tity of them. 

Gradually we began to get a 
true picture of the tax and gov- 
ernmental situation in Nebraska. 
We published our findings with- 
out prejudice or personal criti- 
cism. Gradually the people be- 
gan to wake up, to demand 
economy, and to get it. 

The citizens of Nebraska now 
know that nothing helps the state 
more, both inside and outside, 
than the fact that a militant group 
of citizens is uncompromisingly 
insisting on good government. 
They realize that to take an in- 
terest in taxation is nothing more 
than taking an interest in the pro- 
tection of their homes. 

There is only one way to elimi- 
nate waste and bad politics: Go 
into every political subdivision of 
your state. Put trained men to 
work auditing the books, itemizing, 
classifying, and analyzing every 
dollar of income and every dollar 


of expenditure. Voluntary con- 
tributions will take care of the 
cost. 

By spending money for defense 
against the wasters, you'll be cut- 
ting down the tribute you are 
paying and will continue, other- 
wise, to pay. 

In Nebraska we itemized all in- 
come and outgo for the years 
1912, 1918, 1930, and the last 
two years. In 1912, an average 
year of the prewar period, ex- 
penses were low. They were 
higher in 1918, during the war. 
In 1930 they reached the peak. 
The last two years show the re- 
duction from peak expenditures 
and, even more important, just 
what has taken place currently in 
the office under survey. Thus we 
see the record each public official 
has made for himself. We do not 
color the record. We merely pre- 
sent the facts. The voters will do 
the rest. 

The figures show things like 
this: Hall County, Nebraska, used 
to spend from $600 to $800 a year 
to publish a bar docket. Under a 
new system it costs less than one 
sixth that amount. In another 
county, analysis indicated a waste 
of $2,000 a year on one small item 
of stationery and office supplies. 


Efficiency Essential 


The necessary functions of gov- 
ernment cannot be maintained in 
any community wasting the tax- 
payers’ money. Business methods 
must be put into public life, bud- 
get systems installed, ways devised 
to cut down expenses. And the 
only way to do this is by investi- 
gating and analyzing each item. 

These investigations must be 
made through organizations that 
are no part of, or in no way con- 
trolled by, the public pay roll. It 
is a work that demands eternal 
vigilance. A governmental unit 
may be efficient this year and scan- 
dalously inefficient the next. 

Our local leagues were started 
about 1922. Shortly after that 
groups of tax leagues began form- 
ing. Eventually the State Federa- 
tion was organized. It was in real- 
ity a vigilance organization. 

The local tax association where 
I live at Fullerton, Nebraska, was 
organized early in 1922. The re- 
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search work that has contributed 
so much to good government in 
our state was suggested by E. L. 
Burke, Jr., of Genoa, Nebraska. 
The actual work was done by our 
chief accountant, C. J. McClelland, 
and its development was largely 
due to his efforts. Our count? was 
the first in the state to have a com- 
plete picture of every dime of 
taxes collected and expended. 

We told the truth of Nebraska’s 
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standard of living, and actually 
hurt the state? These are ques- 
tions which should be carefully 
considered. We have failed to 
find much good that has resulted 
from excessive taxation. And we 
can see an infinite amount of harm 
that has been done by it. 

We don’t claim the State of Ne- 
braska is perfect. But we do feel 
a certain pride in having had the 
initiative and the courage to make 





During the 1938 N.R.H.A. Congress, the delegates from Nebraska 
wore jackets bearing a map of the United States upon the back. 
Nebraska was white and was labeled as the “Nation’s White Spot.” 


condition exactly as we found it, 
without fear or favor. Many of 
the tax spenders, and others—be- 
came almost hysterical in their 
protest that we were going to ruin 
the state because we were telling 
the truth about the state’s condi- 
tion. Now they know that the 
work of these pioneering tax 
leagues created the control that 
made the “white spot” possible. 

The Federation has opposed new 
forms of taxation until such time 
as the tax money now being col- 
lected is honestly and efficiently 
expended. 

In some states it rains new 
taxes all the time. Do these new 
forms of taxation—usually repre- 
sented as a sales tax, use tax, ser- 
vice tax, or income tax—improve 
government, raise the standard of 
living, make a better common- 
wealth? Or does this mass taxa- 
tion penalize industry, lower the 
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an effort to control our tax. situ- 
ation and to sponsor a better gov- 
ernment, and we believe we have 
made commendable progress. 

The general property levies of 
Nebraska are listed as_ follows 
with the total savings each year 
from the peak year: 


Total Savings 
Year Levies from Peak Year 
1918 $32,950,800.73 


1919 40,042,226,43 


1922 53,457.481.56 

1927 66,028,255.91 (Base year) 

1928 58,273,807.24 $7.754,448.67 
1929 59,442,398.97 6,585,856.94 
1930 58,485.076.39 7,543,179.52 
1931 56,424,184.07 9,604,071.84 
1932 49,588,994.64 16,439,261.27 
1933 42,906,527.94 23,121,727.97 
1934 42,068,482.03 23,959,772.88 
1935 43,878,947.41 22,149,308.50 
1936 44,113,357.43 21,914,898.48 


Grand total savings $139,072,526.07 
Major Tax Increases: 
1 cent on gasoline—approxi- 
MEE (AScclor inte KS 4b RRS $2,000,000 
Liquor taxes (estimated)..... 4,000,000 


Grand total tax increases $6,000,000 


The business of the State of 
Nebraska, as a state, is conducted 


almost entirely on a pay-as-you- 
go basis. And our Federation has 
uncompromisingly insisted _ that 
this method prevail for all subdi- 
visions of government. And while 
there are unfortunately exceptions. 
the majority of subdivisions of the 
State of Nebraska are on a strictly 
cash basis. 

The Federation has also insisted 
on political subdivisions using 
uniform standardized accounting 
systems with effective auditing. 
honest budgeting, requisitioning 
services and supplies and buying 
by honest competition methods: 
and while this fight has not been 
entirely won, great improvement 
has been made during the last few 
years. 

No single organization could 
hope to accomplish the work that 
has been done in Nebraska, either 
in that state or any other. It re- 
quires a community of spirit, a 
state-wide determination to con- 
trol taxation and develop a gov- 
ernment that is both honest and 
efficient. 

If we are to have lower taxes in 
the nation, we must have groups 
of militant citizens all over Amer- 
ica who will make scientific in- 
vestigations of government mis- 
use of our money, who will publish 
the facts, and who will see that 
something is done to remedy the 
situation. 

What is true of Nebraska is true 
of the entire nation. The money 
we have paid in taxes, rightly 
used, would long ago have paid 
off billions of dollars of debts, 
built thousands of miles of high- 
ways and many new public build- 
ings, would have amply cared fon 
the poor, and adequately met all 
other needs of the government. 
There would have been no raising 
of taxes, no need for new forms 
of taxes, no continued and increas- 
ing drain on business, no threats 
to impoverish the taxpayer. 

But in the final analysis, the 
fault is ours. We should have 
seen that our money was rightly 
used. For, after all, if we aren’t 
interested in how politicians spend 
our money, why should they 
worry? They don’t pay the bills. 
We do. 

If you really want to lower your 
taxes—you've got to do it your- 
selves. 























7:30 a. m—A cheery “good morning” 
to the mailman and the work of the 
day begins. In the Grand Gravois 
section of the south side of St. Louis, 
Mo., people get started early. Henry 
Eschrich knows promptness gets the 
“bucks” for c: hardware dealer 


7:38 a.m.—A brisk winter morning calls for a load of 
coal to keep the store warm, employees comfortable 
and customers satisfied. The alarm clock on the fur- 
nace is a device that opens and closes the flue to 
regulate the heat. It's one of Henry's inventions 


7:45 a.m.—'Let's see,” Henry muses to himself. “Sounds 
like a reasonable and profitable proposition from the 
manufacturer. Believe I'll take advantage of it.” Thus 
the morning mail is handled and many important de- 
cisions are made in Henry's mind at an early hour 
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rough the Day 


E frequently hear about what a person does 

in the course of a business day but we do not 
often see what they do. The illustrations on these 
three pages actually show what one hardware 
dealer does as the clock goes round in his store. 
The accompanying illustrations describe in detail 
a business day in the life of Henry Eschrich of the 
Eschrich Hardware Co., St. Louis, Mo. Mr. Esch- 
rich is an amateur radio fan and his hobby was 
described on page 47 of the Sept. 22, 1938, issue 
of Harpware ACE. 


8 a.m.—'Better see what's being advertised by com- 
petition,” Henry tells himself. He flicks through the 
newspaper and finds an ad. Henry does a little spec- 
ulating in his own mind, figures out his own plan for 
future advertising and sizes up his competitor's ads 


9 a. m.—After attending to the duties necessary to put- 
ting the store in shape for the day's trade, Henry hies 
himself to the workshop where he puts a radio in shape 
for a customer. An amateur operator of note, he is in 
a fine position for repair jobs and he does fine work 


HARDWARE AGE 








With a Hardware Dealer 
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| A pictorial account of 
_— a business day in the 
life of Henry Eschrich 
of the Eschrich Hard- 
j ware Co., St. Louts, Mo. 





12:15 p.m.—Looks like Henry got the order. The build- 
ing contractor needed certain equipment of Henry's 
and found the luncheon table a good place to agree 
on the order. Lunch cost $1.30—tip 20 cents—but the 
order totalled $48.65. Not bad for a luncheon talk! 

















. 
. 
: 
; 
; 
] 
j 
f 10. a.m.—Radios repaired, bells fixed and other elec- 1:20 p.m.—A telephone order gets prompt and courte 
a trical connections put in condition, Henry is out on the ous attention from Hardwareman Henry as he pays 
“ sales floor. Here he is comparing the color chart with close attention to what is on the customer's mind. Tele- 
the piece of wood brought by the customer. The cus- phone business has been ,cultivated by Henry until 
tomer holds the paint. “It sells better there,” he says he has one of the best lines of ‘phone trade in town 
} 
} 
‘ 11:30 a.m.—After a brisk morning’s business Henry 2:30 p.m.—After an active hour in customer wants 
. was just getting ready for lunch when a hurried key satisfaction, Henry and his father, Henry Eschrich, Sr. 
a job came up. Out of his usual professional service take a few minutes to check needs in shotgun shells 
jacket, he can, nevertheless, turn to the job in his well- to be placed in the order book for quick reference 
‘ stocked and equipped key department. when the order is given to the wholesaler’s salesman 
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3 p.m.—Henry and his uncle, who is an active mem- 
ber of the store's staff, place merchandise in the truck 
and hurry a customer's needs on the way. “Our de- 
livery service,” Henry relates, ‘means a lot to us be- 
cause we find in making a delivery we often get an 
other order and extra orders always help.” 


4 p. m.—Deliveries handled for the day, father and son 
check in the stock which has been brought in from 
wholesalers. Every invoice is given careful consider- 
ation. “By watching the invoices on goods ordered,’ 
Henry says, “we often get ideas for future orders.” 


5 p.m.—A wholesaler’s salesman drops in, shows 
Henry the catalog, makes suggestions and gets the 
order—all because Henry welcomes opinions, puts 
them alongside his own and from the combination gets 
workable, worth-while plans that make money and 
give better service to the firm's many patrons. 


6 p.m.—Day's work at an end, Henry locks the front 
door and in so doing takes a glance at the displays 
to see that all is in shape so that the evening window 
shoppers will find articles that appeal to them. Mer- 
chandise well displayed is half sold, says Henry 














A Legislative Forecast for 1939 


(Continued from page 48) 


pushed by certain retail trade or- 
ganizations. 

The Ohio Hardware Association 
will oppose a bill to levy a heavy 
license fee, probably $100, on all 
merchants selling rose bushes and 
shrubs. Sponsored by a nursery 
organization, the measure would 
eliminate hardware dealers from 
this business. 

Hardware dealers will give sup- 
port to itinerant merchant legisla- 
tion being introduced in New 
Hampshire, New Jersey and New 
York, and will push for passage of 
legislation providing small claims 
courts for convenient collection of 
delinquent accounts in Maine and 
New Hampshire. 

In a number of the states, hard- 
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ware dealers are interesting them- 
selves in the drive for passage of 
“little Wagner acts,” while in New 
York and Wisconsin steps will be 
taken to bring about repeal or 
modification of existing labor re- 
lations laws. 

Amendments to the “model” 
measure as well as the national act 
being sought by business groups 
call for separate agencies for 
prosecution and adjudication, for 
granting the employer equal rights 
of appeal with labor unions, and a 
declaration that coercion, intimida- 
tion, violence or repudiation of 
contract by either side is an “un- 
fair labor practice.” 

Increasing union activity in vari- 


ous retail fields in different sec- 
tions of the country makes the 
subject of growing interest to hard- 
ware dealers. 

Elimination of the individual 
reserve account provision in the 
unemployment compensation pro- 
grams of many states will be op- 
posed by hardware dealers as such 
action, which contemplates sub- 
stitution of a pooled plan, would 
react unfavorably toward employ- 
ers successful in keeping their 
labor turnover and fluctuation at 
a minimum. In a few states where 
the entire cost of unemployment 
compensation is carried by the 
employer, steps will be taken to 
split the cost with the employee. 
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What Should | 
a Retailer’s Margin Be: 


The right margin will always be the 


DR. DAVID R. CRAIG 


should pay for his lunch, | 
cannot answer until I know 
how much he, wants to eat. If 
you ask me how much an em- 
ployer should pay his employee, 
I cannot answer until you tell me 


[' you ask me what a man 


what his employee does. When 
you ask me what a retailer’s mar- 
gin should be, the answer depends 
upon the services the retailer 
renders. 

Ten cents will pay for a cup of 
coffee and a roll, but it will not 
buy a seven-course meal. Twelve 
dollars a week will engage an 
errand boy, but it will not interest 
a merchandising manager. A 
small margin will cover the bare 
essentials of the retail business but 
it permits few of the services to 
which thousands upon thousands 
of customers have become accus- 
tomed. 

It follows that the retailer who 
offers minimum service and con- 
venience can prosper on a low 


*An address before the Forum for 
Smaller Retailers, The Cleveland Cham- 
ber of Commerce, Cleveland, Ohio, Nov. 
7, 1938. 
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measure of the services performed 
efficiently for the benefit rather 


than at the expense of the customer 


By Dr. Davip R. Craic* 


President, 
The American Retail Federation, 
Washington, D. C. 


margin. Such a retailer usually 
locates off the beaten shopping 
path; he does not offer to deliver; 
no customer of his has the privi- 
lege of a charge account. His 
customers serve themselves. This 
retailer offers a minimum of ser- 
vice and his margin can be corre- 
spondingly low. 

On the other hand, there is the 
retailer who offers maximum ser- 
vice and convenience. He has to 
raise his margin to exist. If he 
locates on a convenient corner, 
near transportation facilities, his 
rent will be high. If he offers to 
deliver, he must maintain trucks 
and men to drive them. If he lets 
customers “charge it,” he has to 
pay the cost of credit and of 
losses. If he has sales people to 
serve the public quickly and 
efficiently, the cost of this service 
must be reckoned. It is clear, his 
margin will be higher in propor- 
tion to the additional work he 
does. 

Each type of retailer has his 
clientele and all the types between 
the extremes have theirs. A 
famous self-service dress shop in 
New York caters to girls who 
cannot pay for comfort. Low 


price offsets the wear and tear of 
looking at literally thousands of 
dresses all at once; the trying on 
unassisted in a public dressing 
room; the added inconvenience of 
hanging on to hat, coat, bag and 
gloves because there is no place 
to put them down; the standing in 
queues to have a bundle wrapped; 
another wait to pay and get the 
change. 

The other extreme is the fashion- 
able dre&s shop where the custo- 
mer is comfortably seated in a 
private fitting room. The sales 
woman brings clothes, a few at a 
time. Many are tried on, many 
discarded; a fitter is on call to 
take in or let out to achieve the 
finished effect without obligation. 
Perhaps one dress is purchased or 
rather charged and sent, possibly 
to be returned if it did not match 
the hat, or her husband did not 
like the line. 

The margin in these two places 
must obviously vary with the ser- 
vice rendered. Margin, then, is a 
product of service. And services 
are items of expense. 

The largest item of expense that 
margin must cover is labor cost. 
The retailer must pay his em- 
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ployees. If he operates a self-ser- 
vice store, he needs fewer or less 
experienced sales people. If he 
does not deliver, he needs no de- 
livery people, if he has no charge 
customers, he needs a smaller ac- 
counting force and no reserve for 
bad accounts. The few or many 
services, then, affect his labor costs 
directly. In fact, with respect to 
margin, the amount of work per- 
formed by employees affect rela- 
tive labor expense more than do 
wages paid, since most retailers 
have recognized the fact that rea- 
sonable wages whether in maxi- 
mum or minimum service estab- 
lishments are an investment in 
more productive salesmanship and 
better employee relations. 

There are many other items of 
expense: rent, which varies with 
the type of location chosen; stor- 
age, which varies with the size of 
the orders purchased; turnover, 
which varies with the type and 
range of merchandise carried; 
marketing expenses which vary 
with the degree of advertising and 
display considered necessary. 
Every one of these expenses must 
affect the margin chosen. But ex- 
penses are not all that contribute 
to the proper determination of 
margin. 


Percentages Vary 


Different types of merchandise 
demand different percentages of 
margin by their very nature. Mer- 
chandise which is immediately 
consumed costs less to sell than 
merchandise in the classification 
of durable goods. Mrs. Consumer 
may buy only one dining room 
table in her lifetime, but she buys 
food to put on it 365 days in the 
year. In the case of a grocery 
store, therefore, ease of selling 
will automatically require less 
margin. The furniture store, on 
the other hand, must establish a 
margin high enough to cover the 
cost of keeping that dining room 
table perhaps months before Mrs. 
Consumer finally makes up her 
mind to make a major lifetime 
purchase. 

Another consideration in a dis- 
cussion of margin and how large 
or small it should be is the fact 
that margin is an average figure. 
In any range of merchandise, there 
will be items that require higher 
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margins than others. To arrive at 
a satisfactory average margin, it 
is essential to determine the mark- 
up which each individual item 
should carry. In other words, 
each item should carry its own 
burden of overhead. A wide mar- 
gin on an item which normally 
sells itself would be as inefficient 
as a narrow margin on an item 
that requires hours of a salesman’s 
time plus advertising and display 
expense over a period of weeks. 


No Exact Figure 


It is clear from the many vari- 
ables I have described that margin 
cannot be an exact figure; not 
even an exact percentage in the 
several trades. Hardware people 
want to know what the most 
efficient margin is for them. The 
same desire possesses food retail- 
ers, druggists, furniture men. It 
is natural that you should hope 
for the magic percentage which 
will take the gamble out of your 
individual enterprises. And _ it 
would indeed be magic if hoping 
produced this figure for you. I 
cannot give it to you, but perhaps 
I can make a suggestion and give 
you a formula which will help 
you to find it for yourselves. 

There has been a great deal of 
talk recently about the costs of 
distribution. The general tenor of 
the conversation, particularly 
among consumers, is that these 
costs are too high. And it is only 
natural, since retailers are the 
consumers’ first line of contact 
with the whole distribution sys- 
tem, that you should have the 
blame pinned on you. Average 
consumers do not question why 
distribution costs are high. They 
do two things instead. They seek 
a retail outlet where they are 
lower and they spread the word 
around that retail margins are too 
high. 

But are they? In the few 
satisfactory studies which have 
been made of retail mortality, the 
figures seem to say that margins 
are too low. At least they show 
that in the areas studied, the 
sheriff gets the average retailer 
after four years of struggle. That 
means that 25 per cent of all re- 
tailers go out of business in those 
areas every year. 

Who is right? Only facts can 


answer that question. And here 
is my suggestion. Facts about the 
cost of distribution at the retail 
level are few and far between. 
National retail trade associations, 
such as hardware, clothiers, dry 
goods, and other associations have 
intelligently compiled figures out 
of previous experience records, 
but their figures are supplied by 
relatively few retailers. The bal- 
ance, by and large, do not know 
their own costs. As a result they 
can neither contribute to the sum 
total of cost knowledge about the 
operation of their type of busi- 
ness, no. can they compare what 
common knowledge there is with 
their own cost accounts. It is 
essential to adopt the type of cost 
accounting system which will give 
you the facts about your business. 
Without them, margin will always 
remain guess work. 

Unfortunately, there are retailers 
who would receive this suggestion 
in the same spirit that some house- 
wives receive the suggestion that 
they budget their expenses. They 
argue that as long as the money 
lasts, what is the use of knowing 
where it goes. They are living 
on guess work. As long as the 
money does last, the weakness of 
this system of living from month 
to month on hope does not reveal 
its weakness in red ink. But when 
the income suddenly falls short of 
the outgo, retailers who cannot 
accurately calculate their cost of 
doing business have no way of 
knowing where to economize 
where it will do the most good or 
the least harm. Like the house- 
wife, their only resort is to have 
a good cry. 


Formula Not New 


As for the formula, it will not 
sound new to progressive retailers. 
It is axiomatic in retailing that 
you have, at least, to break even 
to stay in business over the long 
stretch. To break even, you have 
to cover your expenses; to cover 
your expenses, you have to estab- 
lish a hair balance between func- 
tions that might be classed as 
customer services and the amount 
of added patronage they produce. 

If a retailer consistently fails to 
strike this balance, the trouble lies 
deeper than the margin he estab- 

(Continued on page 128) 
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away December 27, 1938, at 

his home in Abilene, Kans. 
Had he been spared another month 
he would have fulfilled a life-long am- 
bition—his fiftieth anniversary as 
secretary-treasurer of the Western 
Retail Hardware & Implement Asso- 
ciation whose Golden Anniversary 
Convention is to be held at Kansas 
City, Mo., January 16 to 19, 1939. 

The sad news of his passing came 
in a telegram which simply and ap- 
propriately said “Our friend Herbert 
Hodge passed away last night.” And 
wherever hardware and implement 
men meet he will remain “our friend 
Herbert Hodge.” In the hearts of 
his fellow hardware men he held a 
place that can never be filled by an- 
other. His was a career of achieve- 
ment and of distinguished ‘service. 
He was a true Christian gentleman 
whose life, character and thoughts 
will long remain an inspiration to 
those who knew and loved him and 
to those who must carry on where he 
left off. 

He was 83 years old on September 
2, 1938, yet an active man with an 
alert mind, busily engaged in the de- 
tails incident to his long planned 
50th Anniversary convention at the 
time of his death. Except for his 
fatal illness of influenza which struck 
ten days before his passing, Mr. 
Hodge had but few spells of serious 
sickness and enjoyed remarkable 
health for a man of his years. 

Although a man of positive convic- 
tions, and a formidable fighter for 
the principles he believed were right, 
Mr. Hodge was most tolerant toward 
opposing views and generous in his 
attitude toward the shortcomings of 
others. 

Despite the handicap of impaired 
hearing, in recent years, he has been 
the definite manager, leader and 
guiding spirit of the Western Asso- 
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HERBERT J. HODGE 


ciation more than 49 years and of the 
National Federation of Implement 
Dealers’ Associations which he also 
served as secretary-treasurer for 
nearly 40 years. The Western asso- 
ciation is the largest and oldest retail 
hardware organization in the world. 
Its growth and its formation were 
due in a large measure to the per- 
sonal service of its late secretary- 
treasurer, which is also true of the 
organization and growth of the Na- 
tional Implement Federation. Mr. 
Hodge was twice president of the 
Abilene Rotary Club, for 40 years 
senior warden of the local Episcopal 
Church and an active leader in all 
civic, charitable and other useful pur- 
suits in his home town and state. 
Prior to engaging in trade associa- 
tion work Mr. Hodge and his brother, 
A. C. Hodge, formed the hardware 
and implement business in Abilene 
operated for 45 years as Hodge 
Brothers. In 1920 this business was 
sold due to the death of A. C. Hodge. 
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Mr. Hodge leaves no immediate 
family, his wife, the former Mildred 
Hendricks, having preceded him in 
death in 1919. 

Three years ago on his 80th birth- 
day, 360 guests assembled at Abilene 
to pay tribute to Mr. Hodge. They 
had come from many distant points 
and represented all walks of life and 
endeavor. Leaders in the hardware 
and implement industry attended as 
did three bishops of the Episcopal 
Church. On that occasion his life- 
long friend, the late Tom N. Witten 
of Trenton, Mo., said of Mr. Hodge: 

“T know of no man in my entire 
acquaintance (and I think I have 
met thousands among the finest men 
that America has ever produced) that 
has done more to raise the standard 
of business and to encourage a fair 
code of ethics, not only in the retail 
business but in the manufacturing 
and wholesale business. He is re- 
spected and loved by the manufac- 
turers, jobbers and retailers. Not 
only in the hardware and implement 
industries but in all other industries 
he has contacted. 

“Herbert J. Hodge, typified char- 
acter at its finest. Character is the 
greatest motive power in the world. 
In its noblest embodiment, it simpli- 
fies human nature in its highest form, 
for it exhibits man at his best. Men 
of integrity and high purposes can 
make a spontaneous homage of all 
mankind. Simple honesty of purpose 
in a man goes a long way in life, if 
founded on a just estimate of him- 
self, and the study of obedience to 
the rule he knows to be right. 

“I feel that every person that 
knows our secretary personally, will 
agree with me, that Herbert Hodge, 
our beloved secretary, has fulfilled 
that kind of a life. What more could 
any man do? What better life could 
any man live?” 


CHAS. J. HEALE. 
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THE LAZY MAN 


Meet the paragon of procrastination, 
the apex of indolence and the summit 


By Roy F. SouLe 


ONSIDER the world’s most 
C positively negative  indi- 
, Vidual. One has to think in 
reverse in order to understand 
him. His most dependable contri- 
bution to business is a drag. As 
a retarding influence he scintil- 
lates. Among lesser reasons for 
failure he assumes stupendous 
proportions. He is humanity’s 
most lamentable drawback; the 
epitome of drones—a lazy man. 
Some individuals are born lazy; 
others are self made. Having im- 
proved upon nature, the latter 
type predominates. There is no 
ring to the anvil upon which they 
have been shaped. Most of them 
are just moulded, in_ gravity 
forms. Like the crooked course of 
a tired stream they sprawl over 
the landscape. The rambling of 
a lazy man suggests that the 
longest distance between two 
points is the line of the least re- 
sistance. Laziness seeps into all 
parts of any business whose in- 
ertia welcomes inactivity. 

In some form, the sloth germ 
attacks all people. No man is 
immune. Laziness is not a flame 
thrower—it smudges. Red cor- 
puscles, pumped by ambition, 
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of sloth—but maybe you have met him 


pride, responsibility or any other 
real purpose will work such a 
germ ragged, but to do so, pres- 
sure must be maintained. Let a 
man or a business start coasting. 
or watchfully waiting, or loafing 
under any other disguise and it 
returns to tranquility, but per- 
sistently, suggesting relaxation 
for the tired business man. 
Among the zones of contagion. 
mentioned as being particularly 
favorable to the spread of laziness. 
are retail stores. Eminent ob- 
servers report hardware stores in 
Zone A. They do not advise as 
to all the causes for extreme las- 
situde but they have been most 
explicit in the charge that many 
hardware failures are attributable 
to “that tired feeling.” Possibly 
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“Laziness is not a flame 
thrower — it smudges.” 


hardware is a preferred breeding 
ground because its nature is more 
placid than that of groceries, 
soda water, gasoline, beer or news- 
papers. It may be that its vast 
spread of slow moving lines sug- 
gests a lagoon where man, lulled 
by his non-perishable merchan- 
dise, lights and procrastinates. 

Even a lazy man admits that 
hardware is a complicated busi- 
ness that makes strenuous de- 
mands upon those responsible for 
its success. Buying alone, says the 
enthusiast, is a tremendous task. 
It must be organized, timed, 
balanced and budgeted. To keep 
on hand just enough, without 
bulges or shortages, requires 
eternal vigilance. 

But before we wax eloquent 
over these energetic people, let’s 
get back to our subject with a 
direct question. Who ever heard 
of a vigilant lazy man? The 
answer is nobody. He doesn’t 
come that way even in small lots. 
In his makeup there is no 
equivalent for a fly-wheel which 
puts the purr into a regulated 
flow of power. He is intermittent 
and exemplifies his nature by 
spurt buying. His erratic pur- 
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chases are like the highway 
generously described as “good in 
spots.” He duplicates his last 
order. He waits for salesmen to 
come along. It’s easier that way. 

When the lazy man is placing 
an order he has to continually run 
up stairs or down into the base- 
ment to count stock on hand. Not 
infrequently he waits until his 
clerk isn’t busy and sends him on 
such errands. Then, if a custo- 
mer happens to come in, the boss 
in the easy chair calls “Tommie’s 
down stairs, he’ll be right up.” 

The items which create such 
diversions have usually been in 
the want book for a week or more, 
but it is just too much work to 
attend to the details which deter- 
mine the quantities to be pur- 
chased before the salesman’s 
arrival forces such activity. Pos- 
sibly the lazy man is a sort of an 
evangelist. He may revel in the 
opportunity to make a salesman 
kill time. Sometimes such a buyer 
is too lazy even to check up on 
stock and he guesses at what he 
should purchase. Guesswork buy- 
ing is like a patchwork quilt: the 
labor of sewing up the loose ends 
costs more than whole cloth. | 
have before me an example of 
one who duplicated an order which 
was already in transit. Even his 
memory was lazy. 

The lazy buyer’s disinclination 
to exertion is excelled only by 
that of a lazy seller. Approach 
the store of one of these human 
hook-worms and you observe a 
dirty sidewalk. He advises his 
customers to paint every three 
years and paints his own store 
only when the spirit moves him. 
He has evidently lost contact with 











Work Schedule 


Monday: Inspect and clean all warerooms. 


Tuesday: Spend an hour thinking six weeks 
ahead. Write advertisements. Plan sales. 


Wednesday: Wash and trim 
show cases. 


Thursday: Answer all mail 
Clean desk. 


Friday: Wash and trim the 
windows. 


Saturday: Sell but don’t grab. 
Most of us feel that our 
spending is self-willed. This 
day presents most opportu- 
nities for friendly services 
to farmers. 








the spirit. Folks laugh and com- 
ment as they notice how he rejects 
his own medicine. 

Store windows and their con- 
tents call attention to the charac- 
teristics of a merchant just as 
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“The neat dealer was the owner 
of the most typical lazy man’s 
store in the state.” 


plainly as drunken snores pro- 
claim an inebriate. A. slack, 
untidy window whispers “the boss 





the subject. 





EDITOR’S NOTE: Several hundred wholesale hardware sales- 
men, picked at random from the more than 3000 who are regu- 
lar readers of HARDWARE AGE, were invited to answer the 
question, “Why do retail hardware stores fail?” Their answers, 
based on their own first-hand experiences, are highly informa- 
tive, interesting and a useful contribution to the study of hard- 
ware distribution problems and offer, in part, a solution to one 
serious phase of the failure question. The fairly uniform 
opinion of these traveling men merits earnest consideration 
from all dealers, and emphasizes again not only their dependa- 
bility, but their interest and cooperation in behalf of successful 
retail customers. The answers from these salesmen have been 
given to Roy F. Soule, who has been assigned to write several 
articles based on these salesmen’s opinions. This he is doing in 
his own inimitable style. This is Mr. Soule’s fourth article on 











JANUARY 12, 1939 


is lazy.” Dirty glass or a window 
robbed of part of its display cries 
loudly “Look! Everybody! He 


loafs!” 


Unpriced display merchandise 
uses sign language to call public 
attention to the fact that it was 
too much of an exertion for the 
owner to prepare price cards. 
Those who are up on sign 
language get this message—‘If 
you re interested come inside, wait 
your turn and then ask the price 
of anything in this window. Some- 
body will bring you back to the 
sidewalk to point out which item. 
Then they will have to look up 
the price.” 

It takes show cases, however, to 
really put the finger on a lazy 
dealer. His cases generally con- 
tain items or groups of items 
snugly hidden inside their con- 
tainers. The custemer is sup- 
posed to crouch down and read 
what is printed on the ends of 
such boxes to learn their contents. 
A popular radio advertisement 
suggests, no stoop, no squat, no 
squint. It’s the lazy man’s idea 
of display. 

Even the most simple-minded 
customer knows it takes time and 
encouragement for dust to work 
its way into an enclosed case but 
with no apparent waste of energy 
the lazy man achieves that miracle. 

I remember once meeting a very 
well dressed gentleman at a state 
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hardware convention. We chatted 
pleasantly for a moment and he 
passed on to inspect the exhibits. 





YOUR JOB, SCOOP - 
TOO MUCH FOR A 





“The real nerve center of the 
lazy man’s store is his desk.” 


“Neat looking chap, isn’t he?” 
I remarked to the salesman in 
charge of the booth where the 
meeting had taken place. 

“Yes, he is,” was the reply. 
“Have you ever visited his store?” 

A group of salesmen joined us. 
They caught the drift of our con- 
versation. From their remarks | 
gathered, and later confirmed, the 
idea that the neat dealer owned 
the most typical lazy man’s store 
in the state. 

That man’s warehouse was a 
fascinating place. It was a play- 
ground where elusive merchandise 
played hide and seek. Evasive 
items seemed instinctively to avoid 
detection. His stock control 
centered around a_ system that 
piled today’s arrivals in front of 
whatever happened to be on hand. 
It was a mystifying time-table 
classification. He didn’t take any 
stock in that “birds of a feather” 
stuff. His roofing and his sheath- 
ing papers were in opposite ends 
of the building. Steel goods were 
piled in four different places and 
you couldn’t help feeling you had 
missed a pile or two. He was an 
individualist. 

The alertness of the lazy man’s 
clerks concentrate on the known 
habits of their employer. They 
are keenly conscious of the fact 
that the boss won’t show up until 
an hour after the store is opened 
in the morning. Such stores, all 
too often, miss early morning sales. 
Then the boys dawdle over the 
sweeping and dusting if and when. 
They observe and anticipate the 
long noon hour. They know the 
lazy boss leaves early and is glad 
to get away. He loves to rest and 
evidences of his affection overlap. 
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When an employer gets so lazy he 
can’t lend the store his presence 
during the hours it is open to the 
public he is on his way out. No 
man can expect up-and-coming 
service in a store to which he 
gives only down-and-out attention. 
The rule of emulation works 
against it. 

The real nerve center of the 
lazy man’s store is his desk. It 
may be a flat top, a roll top or 
one of those tall sloping affairs 
to be approached by a stepladder 
or a high stool. Its construction 
varies but its contents are depend- 
ably uniform. Cluttered, confused, 
disorderly are words _ which 
struggle inadequately to describe 
that which must be called “a hell 
of a mess.” It makes an average 
man yearn—not for a dust cloth 
but for a shovel. 

Mother Earth has written her 
autobiography in the rocks. Plant 





“Interspersed among most of the 
causes of failure is always a 
sprinkling of _ shiftlessness.” 


and animal life throughout the 
ages has left records in stones. 
The man who knows his rocks 
can prove age that goes back 
millions of years. Rocks are a 
dependable yardstick to measure 
eons, but for events which occur 
in a human lifetime, give an ob- 
serving business man an_ hour 
with another’s desk and he can, 
with astonishing accuracy, read 
fixed habits, their development 
and their effects. Some desks 
glorify their owners. Others tell 
truths usually omitted in polite 
obituaries. 

Dig deep into the heap that all 
but buries some desks and you 
will find early layers of circular 
mail. Partially checked invoices, 
business memos, unanswered 
letters and bank check stubs 
follow. Gradually, as you ap- 
proach the surface of such a busi- 
ness dump, you find letters of 


inquiry from trusting customers, 
card announcements of coming 
salesmen, bills, duns and com- 
plaints of the scornful. Unopened 
envelopes containing checks have 
been found in such commercial 
grab bags. The whole thing 
suggests the garbage can of a 
hopelessly wasteful cook. 

Such trash boxes are the reason 
many dealers do not ask customers 
or salesmen back to their desks to 
discuss or look up complicated 
merchandise. It explains those 
who do book work on top of a 
show case. It takes a lot to shame 
a lazy man. 


Interspersed among most of the 
known causes for failure is always 
a sprinkling of shiftlessness. The 
business man who is going places 
watches himself for signs of a let- 
down. He knows his store will 
click only so long as he sets the 
pace. He knows his best custo- 
mers regard the advice of a lazy 
man much as they might a leak 
in an empty tank. Impersonating 
the bald-headed barber who urges 
the use of hair tonic has its 
dangers. 

One outstanding merchant main- 
tains that every man is as lazy 
as he dares be. Tacked to the 
window-sill beside this man’s 
desk is the work schedule shown 
on page 59. He said it helped con- 
siderably when he first placed it 
there but the real harvest de- 
veloped when his wife copied it 
and from her kitchen inaugurated 
a follow-up. 

One salesman writes that, on 
his territory, the only lazy man 
ever actually known to make the 
fur fly was a dealer who slept a 
hole in his hair mattress. 

All of this has been written be- 
cause, barring accident, a lazy 
man outlives his business. 





“The business man who is going 
places always watches himself 
for signs of a letdown.” 
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The American Stockholder 


HIS was written while I lay 
propped up in bed on New 
Year’s day! Three holidays 
in a row, Saturday, Sunday and 
Monday, made it just perfect to go 
to bed, relax, read, save $15.00 
cover charges and get rid of a mean 
attack of laryngitis. No one had a 
better New Year’s. I glanced over 
“Rebecca,” “My Son, My Son” and 
“Listen the Wind.” Somehow I 
missed getting “The Yearling.” I 
was not very much impressed. A lot 
of rattling of dishes for the amount 
of food you got. But there was 
“Franklin, the Apostle of Modern 
Times” by Bernard Fay. A’ great, 
valuable book full of wit and wis- 
dom. m 
Every young man should read 
and study this book! It would 
help him with many of his life’s 
decisions. With all the getting get 
understanding. And you need un- 
derstanding more than anything 
else in order to get the most out of 
the years allotted to you. Most of 
us don’t really worry very much 
about the sins we have committed 
but what “gets our goats,” as we 
gaze backward over the past years, 
are the times we have made plain 
fools of ourselves. Franklin was 
wise. He was not perfect but he 
was constantly on guard against the 
fool that is in most of us. “What 
a pity,” said a friend in comment- 
ing on one of our greatest citizens, 
“that with all of his keen intelli- 
gence he was not granted wisdom.” 
With all that has been given us 
as a nation we are weak unless our 
leaders know wisdom. 
But here in bed suspended be- 
tween the past year with its unsatis- 
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By SAUNDERS NoRVELL 


fied hopes and the New Year with 
its serious problems but great pos- 
sibilities what thought can I ad- 
vance that may be useful or 
prophetic ? 

The figure that insists upon 
standing out in my mind is a rather 
helpless, pitiful, drab, forceless in- 
dividual —the American Stock- 
holder. He is or has been the idiot 
child of our national set-up. He 
has been fooled, robbed and ca- 
joled by foreign governments and 
foreign individuals. He has been 
exploited, fooled and robbed at 
home. He has been fleeced of mil- 
lions; even billions of dollars and 
he takes it like a lamb and even 
comes up for more. Is it surpris- 
ing that this innocent has attracted 
the attention of such financial pi- 
rates as Ponzi, Krueger, and many 
others? Where are the foreign 
bonds the banks sold us? Where 
is the cash we loaned to European 
nations ? 


Only One Answer 


There is only one answer to our 
railroad situation. The stockhold- 
ers and probably most of the bond- 
holders must be squeezed out. 

If a man burned down our home 
we would send him to prison. But 
he can sell us bonds then glibly 
inform us the company has gone 
into the hands of a receiver and we 
can do nothing. 

It would be funny if it were not 
so tragic how a president of a cor- 
poration drawing $100,000.00 a 
year salary can send out a circular 
advising his stockholders and ex- 
pressing his regret that their divi- 
dends must be postponed! 


There is a railroad out west that 
goes into the hands of a receiver 
about every three years. The pres- 
ident and all the officers draw large 
salaries—then come receivers, law- 
yers and other fees. All get their 
“cut” but the poor holders of bonds 
and stocks. 

One story of American business 
has never been told. That is how 
the officials of many companies are 
bleeding the companies white in 
salaries and commissions regard- 
less of what the stockholders may 
receive. Many of these companies 
are not listed on any stock ex- 
change. Even if you are a stock- 
holder just try to get any inside 
information. Your efforts will be 
laughed at. 

I know of a case where a stock- 
holder called and asked questions 
of the president. He was taken to 
the accounting department and left 
with the remark—‘“Here are our 
books—help yourself.” I know of 
a case where a plan of reorganiza- 
tion was submitted to a president. 
He admited the plan was good, that 
it would save money and increase 
profits. But, he said, “I am draw- 
ing $25,000 a year salary. Where 
would I get off?” He only owned 
a few shares of stock. 

Just try to get a list of the stock- 
holders of any corporation. In 
most cases it just can’t be done. 
Stockholders are not supposed to 
talk things over with their fellow 
stockholders. 

Now we are going to predict that 
in 1939 stockholders are going to 
have more to say about the busi- 
nesses they own. In 1939 the 
stockholder owner will turn. Rack- 
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The sensational new ABC Line offers a perfect opportunity to aggres- 
sive hardware dealers who are alert to the profit advantages in big- 
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eteers, who as executives have been 
bleeding their corporations, will be 
wise to prepare their storm cellars 
before the cyclone hits. 

First, every stockholder is en- 
titled to a definite and complete 
annual statement signed by the 
president. He is also entitled to 
have a list of his fellow stockhold- 
ers and the number of shares 
owned by each. 

We Americans have some very 
wrong ideas. For instance many 
executives think they own the com- 
panies regardless of the number of 
shares they control. In 1939 the 
idea should be put forth with 
added emphasis that the stockhold- 


ers own the company. 


A Letter 
to the L.ditor 


The American plan of an annual 
meeting where auditors employed 
and paid by the company execu- 
tives vouch for the correctness of 
the annual statement is all wrong. 
The English system is better. In 
England there is an elected stock- 
holders’ committee—elected by the 
stockholders. This committee elects 
its own chairman. This committee, 
in behalf of the stockholders, em- 
ploys the auditors who make their 
investigations of the business and 
then report back to the stockhold- 
ers’ committee. 

If such a system had been used 
by McKesson & Robbins, Coster 
could never, for so many years, 
have kept up the fraud of the non- 


When the Wholesaler Turns Retailer 


PirrspurGH, Pa.—One of the 
rottenest conditions existing during 
the holidays was when the majority 
of the so-called jobbers and whole- 
This was 
more pronounced, we_ believe, 
throughout the last holiday season 
than ever before. These jobbers of 
hardware, bicycles, electrical goods, 
etc., sell to the retail merchants all 
over the country during the season 
as wholesalers, but when the holiday 
season rolls round—they all put on 
extra help to take care of the retail 
trade, which really belongs to the 
retailer. 

It’s a known fact that almost any 
individual can get an order to take 
to any of these firms and buy gifts 
there for every member of the 
family, including the country 
cousins and at a very liberal dis- 
count. We know of policemen, fire- 
men, etc., who have gone to these 
places and they are given a very 
broad discount. We consider this 
a vicious condition and it does not 
do justice to the retail merchants 
throughout the country, who are 
struggling from day to day to keep 
their heads above water. It is a 
very great evil and must be 
abolished if we are to go on. 


salers became retailers. 
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There is still another evil existing 
at the various steel companies, who 
depend somewhat upon the _ hard- 
ware trade for their business. These 
companies issue orders to buy at 
these so-called wholesale prices and 
this exists not only in the steel com- 
panies. but also throughout the 
utility companies, who are also de- 
pendent upon the independent mer- 
chants. They also haye a gate-way 
in their institution where every em- 
ployee may buy through the com- 
pany, which is supposed to be a 
subsidiary of the great utility com- 
pany. 

We feel there should be a law 
passed to make these so-called 
jobbers and wholesalers be either 
one thing or the other, for this is 
one of the greatest evils the retailer 
of today has to face. We feel if 
this situation were brought to the 
proper heads of these steel and 
utility companies, who as we said 
before depend to a certain extent 
upon the hardware business, then 
this situation would soon be 
remedied and it certainly should be. 
The independent retail hardware 
man goes along year in—year out 
keeping legitimate working hours 
and paying legitimate wages, onlv 


existent crude drug department 
with its fictitious inventory and re- 
ceivables. 

My best wishes for 1939 go out 
to the American stockholder—the 
forgotten man of 1938. 

Government, labor unions, law- 
yers, receivers, corporation execu- 
tives, all get theirs whether there is 
a deficit in the business or not— 
only the stockholder gets his when 
there is a profit. When there is a 
deficit he is told that the rest of 
the gang are “just sorry.” 

In various parts of the country 
I am told that associations are be- 
ing formed or planned to help 
stockholders. This movement is 
well worth watching. 


to see his harvest season of the year 
ruined by those others keeping open 
till all hours to accommodate these 
discount buyers. Were the _ hard- 
ware merchant not so damn gulli- 
ble and if instead of shrugging 
shoulders and saying, “What are we 
going to do about it?” would all get 
together and cater only to the stal- 
wart wholesalers and jobbers, who 
do not resort to these cheap tactics; 
then this sort of thing would be 
eliminated. 

We have shopped at some jobbers 
and wholesalers and found that un- 
der no circumstances whatsoever, 
could an individual make a purchase 
from them, as they observe the rules 
of fair dealing and are satisfied with 
whatever business they secure from 
the retail hardware trade throughout 
the country. In the long run, this 
pays them better and bigger divi- 
dends than the paltry profit made 
selling retail during the holidays. 

Howarp MAyYBERRY 
Manager 
Graff Brothers, Inc. 
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Displays for the Home-Owner 


Hardware Age Original 
Window Display Ideas 
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Here’s a display that should help call the attention of the passersby to 
things electrical. There is plenty of merchandise displayed and each item 
should suggest that the onlooker should stop, look and purchase. This dis- 
play ‘is of the symmetrical balanced type and there’s just enough shown. 
Green, yellow or tan should be good colors for fixtures and backgrounds. 
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People are always buying things for the bathroom and this window suggests 
some of the things they should buy. It is also of the symmetrical type 
and shows just enough merchandise to stimulate the interest. The sign in 
the background can be made from floor covering or cardboard to simulate 
tiling and sign and fixtures can be in blue, yellow, green, rose or orchid. 
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National Brass Company Line of 
Residential Builders Hardware 


A supplementary builders’ hardware educational 


article furnished by the manufacturer of this line 


S one of the prominent manu- 
A facturers in the city of 
Grand Rapids, Mich., the 
National Brass Co. has grown 
from a small assembly shop to one 
of the country’s leaders in the 
manufacturing of builders’ hard- 
ware. To the late L. A. Dexter, 
founder of the company, goes 
credit for developing the tubular 
lock and latch. It was his inven- 
tion and work in perfecting the 
tubular lock and latch principle 
which gave impetus to the growth 
of the company. 

The tubular, with the round case, 
was a definite departure from the 
familiar mortise lock. It was some- 
what of an innovation, therefore, 
when L. A. Dexter placed on the 
market a latch whose mechanism 
could be contained in a tube less 
than an inch in diameter and less 
than 4 in. in length, the installa- 
tion of which required the boring 
of only two round holes. 

The National Brass Company, 
alert to the new demands by the 
public for appointments that com- 
bine beauty with utility, has re- 
styled its line to conform with the 
exacting present day demand for 
beauty in the home without af- 





Cut-away of Dexter tubular expos- 
ing mechanism consisting of die- 
cut parts which are responsible for 
smooth durable operation. 
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Editor’s Note—The material and illustrations for this article were 
furnished in their entirety by National Brass Co., Grand Rapids, Mich., 
at the invitation of this publication. This article is offered our readers 
as a supplement to the editorial educational series entitled “Taking the 
Mystery Out of Builders’ Hardware,” in the belief that such supple- 
mentary information has genuine value in the study of this subject. 
Harpware AcE has invited all American manufacturers of builders’ 
hardware to supply similar illustrations and explanations of their re- 
spective lines, stressing any unusual or patented features. We believe 
that this is a constructive program that will give our readers very tangible 
additional value in the study of our series “Taking the Mystery Out of 
Builders’ Hardware.” In no sense is the publication of this article an 
endorsement of the statements, therein, on the part of the publishers. It 
is our sole desire to inform our readers as completely as possible on this 
subject. All manufacturers have been and are again invited to furnish 
similar material, at their earliest convenience. This article is by E. B. 
Neuman. sales manager, National Brass Co.. Grand Rapids, Mich. 








fecting its operating efficiency. An 
emphatic expression of this appli- 
cation has been offered in this 
company’s recently announced 
line “Hardware of Color.” 

In general, the line is comprised 
of color trim for eyery .room in 
the home. Most recent of these is 
the development of door trims in 
color, offered under the name of 
“Duralin,” which—technically—is 
a plastic composition, tough, hard 
and resilient and with its color 
going clear through the material 
instead of merely being a surface 
finish. This new material, used 
in the fabrication or molding of 
the knobs and escutcheons, is made 
in a range of eight distinctive col- 
ors. Delicacy is expressed by the 
pastel tones of ivory, orchid, and 
green; vividness by the brilliance 
of red, blue and yellow; dignity 
by walnut and black. Escutcheons 
of the same designs are also avail- 
able in metal of any standard fin- 


ish. 





An interesting and unique fea- 
ture is the combination knob, 
meaning that the plastic knob 
body has provision at the top 








Selected from the “Duralin” line— 
Wayne design locking escutcheon 
(plain escutcheon in the same de- 
sign also available) with inter- 
changeable insert knobs suggests 
one of the popular color combina- 
tions with escutcheon and insert of 
matching color and knob body of 
contrasting color. 
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IMPROVED DESIGN 
PROVIDES 20% 
EXTRA SPACE 


New, Streamlined 6 cu. ft. 
Gale requires no more 
kitchen space than con- 
ventional 5 cu. ft. modell 
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parent Company’s oy range program to make GALE 
PRODUCTS a great Boone in refrigeration. 


UNUSUAL DEALER OPPORTUNITY 


Seven years successful operation in refrigeration have 


GALE PRODUCTS 


§ jkr egy Marine & Manufacturing Company— 

. of Johnson Sea-Horses, Evinrude and Elto 
Outboard Motors, Iron Horse Generators, announce a sep- 
arate division for Gale Electric Refrigerators (formerly 
Briggs) and Gale Space Coolers (formerly Johnson). 


Increased plant facilities and personnel, necessary to meet 
the growing demand for these quality appliances, have 
been poeebte’ at Galesburg. 


ge the soundness of the Company’s policy of building 
igh grade products and marketing them through chan- 
nels that permit moderate resale prices, with big volume 
for dealers. Write for full details. Dealer territories open. 


The development of this Division is another step in the 
A GREAT NEW 


FEATURING cevecopmenr 


GALE PRODUCTS presents an entirely new line for 39. New beauty through- 
out! New “streamlined” design for extra capacity! And featuring the new 
Sealed Evaporator! This remarkable development (exclusive with Gale) seals 
the ice compartment from food odors, makes for utmost sanitation, prevents 
sticking of trays, induces freer circulation with proper food temperature, while 
preserving lower temperature within the freezing compartment. This lower 
temperature is so effectively maintained that ice does not melt away when coils 
are defrosted! .. Porcelain enamel housing, with glass door and chromium trim 
have great eye appeal, while actual demonstration has powerful sales appeal! 


GALE PRODUCTS, 400 MONMOUTH BLVD., GALESBURG, ILLINOIS 
SS RR RR Sasa 5 
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INTERCHANGEABLE 717M 
OP DURALIN INSERT ~ LOCKED 
CURELY IN PLACE 
WITH SCREW . 


The interchangeability of the inserts with knobs is accomplished by this means. 


for the insertion of a disk. This 
disk, which will be generally re- 
ferred to as the insert top, is 
available either in plastic of any 
of the above colors or in metal of 
any standard finish, permitting 
combinations of two colors to be 
effected in the knob. 

Escutcheon styling ranges from 
the classical to the modern in a 
selection of several new patterns. 
Variety of pattern and freedom 
of color application thus provide 
unlimited opportunity for decora- 
tive harmony with any prevailing 
color scheme. 

Dealers generally recognize the 
sales opportunities which color af- 
fords; not only for its direct eye- 
appeal, but also because it, in 
itself, creates a broader market. It 
gives reason for use as replace- 
ment in the modernizing of older 
buildings, and obviously suggests 
itself for new construction. This 
fact is fully appreciated, as is also 
the fact that the complete color 
range should be displayed for 
maximum sales value. But against 
this is the problem which the av- 


Extensive dealer cooperation is ex- 

emplified in the offer of these metal 

display panels free, requiring the 

dealer to purchase only the hard- 

ware on the panel. Size 14 in. by 
16. in. over all. 
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erage dealer has to face: That the 
carrying of the line in a complete 
color range ordinarily would mean 
a prohibitive investment, despite 
the extreme flexibility which the 
line itself offers in the inter-chang- 
ing between escutcheon, knob 
body, and insert top. 

A unique and effective solution 
of this problem is offered by the 
“Duralin” Display Panel, which 
serves a dual purpose. First, it 
emphasizes the color appeal of 
the “Duralin” line as it permits 
the showing of the full color range 
in many pleasing combinations. 
Second, it enables this to be done 
on a small investment. The only 
regular stock required to be car- 
ried is the most popular colors— 
black and ivory. 

Purchasers make their selec- 
tions from the “Duralin” panel. 
Where combinations other than 
black and ivory are required, the 
dealer explains it is a “special” 
combination, and must be ordered 
from the factory. As time goes 
on, he will become. familiar with 
the most popular colors in his ter- 
ritory and, under the influence of 
constantly increasing sales, he can 
supplement his black and ivory 
with those colors most in demand, 
continuing to sell other colors as 
“specials.” From the start, there- 
fore, the display panel establishes 
a new volume of income on a small 
investment within the means of 
every dealer. 

As illustrated, the “Duralin” 
Display is a substantial pressed 
steel panel of modern style, fin- 
ished in ivory and occupying but 
a minimum of window or counter 
space. Mounted on the four ver- 
tical panels is a series of escutch- 


‘eons and knobs, collectively repre- 


senting the eight “Duralin” col- 
ors, and the different escutcheon 
designs. Centered on the fore- 


ground pedestal is a complete tu- 
bular latch set, mounted on an 
ivory finished wood block and 
readily removable for demonstra- 
tion. 

On the stock panel the various 
color combinations have been ex- 
pertly selected with consideration 
for eye-appeal, as well as for cor- 
rectness of color harmony or con- 
trast, but the selection can be cus- 
tom-built—if the dealer desires— 
to correspond with his stock or 
local sales conditions. Upon the 


back of each panel and opposite 
each set is the item number and 
catalog reference page which pro- 


Reversible 
Patented 


“Color toned” cabinet hardware is 

offered in six colors: red, black, 

blue, yellow, ivory and green. Re- 

versible catch for either right or left 

hand doors is among the exclusive 
featured items. 
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PER TRUCK DOLLAR... 


BUY 


‘To 


Inrernationat performance, economy, 
long life, and after-sale service have won 
the respect and admiration of truck users 
everywhere for this great line of trucks. 
Every year adds to the International reputa- 
tion for outstanding truck value. 


Turn your hauling over to Internationals 
and enjoy all the advantages these trucks 
bring to your work. They are designed and 
built as all-truck trucks. Their handsome 
appearance reflects the quality and skilled en- 


INTERNATIONAL 





d 


This 3 to 4-ton International Model D-50 Truck, 197-inch wheelbase, works for the Western Metal Supply Co., San Diego, Calif. 


gineering that have gone into every detail to 
make them the best truck investment on the 
market. 

International offers the most complete line 
of trucks, a wide range of models, from Half- 
Ton units up. See the nearby International 
dealer or Company-owned branch for com- 
plete information. They will give you a dem- 
onstration at your convenience. 


INTERNATIONAL HARVESTER COMPANY 
(INCORPORATED) 


180 North Michigan Avenue Chicago, Illinois 


INTERNATIONAL TRUCKS 
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vides for immediate and complete 
information. The metal display 
panel is offered free; the dealer is 
required to purchase only the 
hardware mounted on the panel. 

The selling effectiveness of the 
display panel idea is proven and 
has been adequately demonstrated 
by the success which dealers found 
in selling modern cabinet hard- 
ware. It is interesting to note that 
National Brass Co. originated the 
use of display panels in the mer- 
chandising of such hardware. The 
idea was applied with the pioneer- 
ing of modern, chrome-finished 
cabinet hardware, which gave 
birth to the phrase, “The Kitchen 
Beautiful in Chrome.” 

Today, the National Brass Co. 
manufactures a very extensive and 
complete line of cabinet hardware, 
recently augmented with the 
“Color-toned” line, consisting of 
items of modern design, chrome 
finish—stepped up with gay, vivid 
colors—red, ivory, blue, green, 
yellow, and black—in keeping with 
modern kitchen appliances and 
furnishings. 

As illustrated, the 12 most popu- 
lar items in the “Color-toned” line 
are assembled on an attractively 
styled display panel. This is of 
heavy pressed steel, with its ivory 
finish making an effective back- 
ground for the grouping of the 
vari-colored items of display, 
forming a particularly striking 
“point-of-sale” ensemble. On the 
back of the panel is a card show- 
ing the illustration and catalog 
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A tested merchandis- 
er for cabinet hard- 
ware is the display 
panel. Offered free. 
dealers purchase 
only the hardware 
on it. Size 9 in. by 
12 in. Color lines of 
each item on the 
panel may be select- 
ed from the stock 
colors. 


numbers directly opposite each 
item. The display panel costs the 
dealer nothing except the trade 
prices of the items mounted on it. 

The combination of the two dis- 
play panels herein described, fea- 
turing respectively the “Duralin” 
and the “Color-toned” lines, afford 


Century design 
front door set 
selected for 
model homes 
at “A Century 
of Progress” 
and subse- 
quently for 
many other 
model homes. 


opportunity for developing store 
windows that are definitely un- 
usual. Used as the feature attrac- 
tions, with other suggestive items 
of interior decoration, this will act 
to stop passersby and forcefully 
bring to them the thought of beau- 
tifying their homes with color. It 
further establishes the store as 





headquarters for “Hardware of 
Color” and associated products. 
Color—the most important ele- 
ment of display—puts “life” into 
windows too often “dead,” and 
brilliance into windows too often 
drab. The use of these displays 
should be alternated between win- 
dow and counter, keeping them 
constantly in productive service. 
Special catalogs are available on 
the “Duralin” and “Color-toned” 
lines, the contents of which deal 
exclusively with these products; 





Screen and storm door latch will fit 

on doors with narrow stiles — a 

unique item from the Dexter Tubular 
line. 


in this form they are proving ex- 
tremely handy for quick and easy 
reference when the dealer is called 
upon to give information covering 
items displayed on the panels. 


Sells Tickets 


One Pennsylvania merchant 
likes to take charge of ticket sales 
for various events in his district, 
for he finds that it not only gives 
him a chance to serve his com- 
munity, but it also makes his store 
popular and a gathering place for 
all those who sell tickets. He makes 
all direct ticket sellers report to 
him regularly. Often, when he 
directs ticket sales for Boy Scout 
and Girl Scout activities, he has 
from 50 to 100 boys and girls com- 
ing to his store weekly. This sort 
of publicity helps to build his busi- 
ness, he says, for the children pub- 
licize his store in their homes, so 
that parents also feel more kindly 
toward him. 
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Weighs 
only 9 Ibs. 


Refer Them to YOU 


. Dealer! 









— It’s the Profit yee of the Year! 





Every day—from all parts of America—consumer inquiries 
are pouring in. Sales are going ahead by leaps and bounds. 
The national advertising on this new portable electric Guild- 
Sander has uncovered a market of surprising breadth and 
depth. Dealers are being appointed rapidly to handle the 
developing business. BUT MORE DEALERS ARE NEEDED. 


We invite hardware, mill supply and equip- 
ment dealers everywhere to write or wire us 
in order to get in on the ground floor of this 
unusual sales opportunity. 


An All-Around Sander 
















ew 
Guild- 
Sander 

























SANDS, GRINDS, 
BUFFS, 





REMOVES PAINT, with All-Around Advantages 
VARNISH, LACOUER Here’s a sander that appeals to more people, that has a wider market 
ST aie. pr a Ss, and that actually creates sander sales. And no wonder! For GuildSander 
SHARPENS TOOLS is a big-shop tool in a handy size and at a popular price. Everybody has 
- a use for it. Because it’s so fast, so easy and so fool-proof to use. It 
dashes off hours of tiresome, muscle-cramping hand-sanding-work in a 
Who Bays the few minutes. The endless abrasive belt—driven by a powerful, universal 
Guild motor—sands with the grain in clean, straight strokes. It leaves no low 
Sander? spots, no cross-grain roughness, swirls or scratches. ie it —_ a 
even on concave or convex surfaces; finishes wood, metal, wall boar 
— a Py yew slate, plastic and other surfaces. Saves time and money on a wide variety 
Cabinet Makers Metal Wate. of home repair or manufacturing jobs. 
Home Craftsmen = Boat Owners and National Advertising and Popular Price. 
Painters Builders 
Furniture acne Ourners plus a Single Demanstration Sells It 
Refinishers Manual Training GuildSander is no experiment. It is built—and fully guaranteed in 
Body & Fender Schools writing—by the oldest, most successful belt sander manufacturer in United 
Shops Factories States. And it is selling in volume every day of the year on the merits of 
Janitors its national advertising, its popular price and the convincing proof of a 
and Scores of Others single store demonstration. Owners recommend it to their friends. More- 


over, its wide range of utility opens up a continnous repeat market for 
various grades of abrasives, buffing belts, etc., among the owners you sell. 


Wire for Details of Dealer Proposition 


Cash in on the inquiries that are coming in daily. Sell 
GuildSanders to your regular customers and to store traffic. Pro- 
tected territories with liberal discounts are available. Powerful 
sales helps of all kinds—displays, counter cards, folders and adver- 
tising material—furnished free. Wire or write now, or tear out 
the convenient coupon below. 


Syracuse GuildTool Company 
Yew 1713 No. Salina St. 
Syracuse, N. Y. 


Please send me full information about the dealer proposition 


© '@) BLE on he new GUILDSANDER. 
US : " i . — er 
ELECTRIC anaer a | 


HERE’S WHAT USERS SAY: 


“One of the most useful machines I have 
in my shop. Quality of work unexcelled” 
- » “Don’t understand how I got along 
without a small sander so long”’ 
“This is just the gee was looking tor" 
. . “Couldn’t do without it now’. . 
“‘Wouldn’ t_ take double the price” . 
Very well pleased. Have been looking 
for small portable sander for months.” 
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Spun Glass Wick 


“Glassbestos”’—made of spun glass 
fibres securely clamped together by 
sturdy strands of corrosion resisting 





“ 


wire to form an unique “stream-line” 
fabric that is said to be scientifically 
designed for the job that it has to do. 
No organic material is used—nothing 
to carbonize under heat and cause pre- 
mature deterioration of the wick. Ad- 
vantages, according to the manufacturer, 
are: instant lighting, superhot flame, 
no smoking, everlasting, uniform heat. 
Wicks can be used on oil stoves, oil 
heaters, and range burners. Allbestos 
Corp., Germantown, Philadelphia, Pa. 


Clancy “Chain-On” 


This device makes it possible to 
attach any standard set of chains, easily 
and quickly without getting soiled. 





FOR RETAIL 
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New and Improved Merchandise—Di1splay Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Chains are attached to “Chain-Ons” 
which are then clamped to the tires 
half way between the ground and the 
fender. The car is driven forward 
slowly until the wheel has made one 
complete revolution and the Chain-Ons 
are back in their original position. The 
chains are then fastened securely in 
place and the “Chain-Ons” removed. 
This is accomplished without touching 
the tire and clothes do not come in 
contact with ground or fender. If in a 
ditch, it is only necessary to spin the 
wheel slowly until the “Chain-Ons” is 
in the proper position. “Chain-Ons” are 
made of spring steel and are heavily 
enameled to prevent rusting. J. R. 
Clancy, Inc., 1010 W. Belden Ave., 
Syracuse, N. Y. 





House Weather-Strip 


“Inner Seal” — manufacturer has 
molded a fabric into a sponge rubber 
bead. Fabric consists of cotton warp 
threads with a rust-resistant spring 
steel wire filler. Has rubber coating 
which gives it a leather-like appear- 
ance. Spring wire in flange causes a 
pressure of the sponge rubber bead 





against the window or door-casing, 
sealing them against wind, dust, and 
water. By cutting flange verticaily with 
knife or scissors, weather-strip can be 
made to turn sharp corners easily. 
Bridgeport Fabrics, Inc., Bridgeport, 
Conn. 





Cleanser And Water Softener 


“Dic-A-Daily” is a cleanser for every- 
day use in dishwashing, clothes wash- 
ing, bathroom cleaning, etc. Packed 
in three-color 144 lb. package. Dealers 
are offered 12, 5-oz. samples—package 
holding week’s supply—with each case 
of 24, packed in one shipping case. 
Patent Cereals Co., Geneva, N. Y. 





Cabinet Gas Clothes Dryer 


“Snow White”—dries, bleaches, and 
sterilizes. Maker states it never fades 
clothes, never wears clothes and never 





yellows clothes. Thermostatically con- 
trolled by Robertshaw. Cabinet is 
streamlined and compact, requiring 
little floor space. Small enough for 
homes and large enough for apart- 
ment houses and institutions. Approxi- 
mately three hours is required for dry- 
ing washing of six-person family. The 
drying chamber has 39 cu. ft. of drying 
space and contains 54 lineal feet of 
hanging space. The Williamson Heater 
Co., Cincinnati, Ohio. 


Donald Duck Sled 


S. L. Allen & Co., Inc., Philadelphia, 
Pa., has made arrangements with the 
producer of Donald Duck to market 
this new line, a child’s sled in the 
small size but sufficiently strong. A 
cartoon of Donald Duck in lithograph 
color, appears on the top of the sled. 
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<< STERLING Ltt 


STERLING * HEXAGON 


The ORIGINAL Lock-Twist Hexagon — lays flat, stretches evenly. Assures 
utmost service and satisfaction. 


STERLING * STRAIGHT LINE 


Lock-Twist Non-Slip Joint. Will not sag or pull out of shape. Erects easily 
and quickly. 


Incorporate d-Nethuestorn Bart Wire Ce myprany 4879 
STERLING, ILLINOIS 





NETTING 


THAT COSTS NO 
MORE THAN 
REGULAR 


2" NETTING 
IN hg" . 60” ~ 
72” WIDTHS 


NORTHWESTERN STEEL & WIRE COMPANY 
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Two “Soil-Flow” Tools 

Garden lawn sweep No. 403 and 
steel hand broom No. 717. The lawn 
sweep is curved so that all 22 fingers 
touch the ground when it is swept 


— 


across the lawn, giving full benefit 
of 18-in. width. Made of special tem- 
pered spring steel, maker states the 
flexible fingers do not pull the roots 
of grass plants or damage the lawn. 
The steel hand broom is designed for 
getting into small, out-of-the-way places. 
Used to clean leaves and little twigs 
from flower beds, shrubbery, rock gar- 
den, etc. May also be used to loosen 
soil in hotbeds. Fingers are of round 
spring wire. Can be equipped with full 
length handle. Gardex, Inc., Michigan 
City, Ind. 





Griffin Bait-Casting Lines 


Three new fishing lines, displayed 
in a new and attractive style of pack- 
ing, carrying a new trade name, are 
the Gold Griffin, Silver Griffin and 
Green Griffin braided silk bait-casting 
lines made by the Ashaway Line & 
Twine Mfg. Co., Ashaway, R. I. Style 
of packing is same for all three lines. 
They are wound continuously on card- 
board rolls, joined together in columns 
of two or six. By cutting the line and 
as easily separating the rolls, the line 








can be dispensed in units of from 
25 to 150 yards. They are boxed in 
two packs, one with 50-yd. rolls joined 
together and one with two six-roll cyl- 
inders each containing six 25-yd. rolls 
continuously connected. Boxes are cov- 
ered with grained silver and glossy 
black paper and include display in- 
terior in silver and _ silver-and-black 
display card. Each cardboard roll is 
smoothly covered with metalized dis- 
play paper. Large hole in cardboard 
cylinder is convenient for revolving the 
spooled line in transferring it to the 
fishing reel. First quality line is Gold 
Griffin, labeled in gold, red and black. 
Second quality is Silver Griffin, labeled 
in silver, red, and black, and third 
quality is Green Griffin, labeled in 
green, black, and silver. Gold Griffins 
come in nine sizes, ranging from 8-lb. 
test to 45-lb. test, with list price for a 





25-yd. 8-lb. test spool, 70 cents, and 
$1.60 for a 45-lb. 25-yd. spool. Silver 
Griffins range through six sizes, 10-Ib. 
test to 36-lb., with list prices 50 cents 
for 25 yds. to $1.00. Green Griffins 
are four sizes, 14-lb. test to 28 lbs., 
listing at 35 cents to 65 cents for 25-yd. 
spools. 


Coffee Making Device 


In the aluminum “Immerse-O-Lator,” 
the coffee is held by a retaining plate 
and boiling water is poured over it. 
All the water is said to come in con- 



















tact with all the coffee instantly, re- 
sulting in a rich, full-flavored brew. It 
is allowed to drain into lower section by 
lifting and bending the joined rod 
which is attached to the retaining plate 
and extends through the knob of the 
cover. Aluminum Goods Mfg. Co., 
Manitowac, Wis. 





**True-to-Nature”’ Lures 


Two new lures announced by the 
Creek Chub Bait Co., Garrett, Ind., 
are the “Dinger”—No. 5600, 4-in. body, 
% oz. weight, retailing for $1.00 and 








the “Husky Dinger”—No. 5700, 5%4-in. 
body, 1 oz. weight, retailing for $1.25. 
Designed for deceiving bass, pike, pick- 
erel, wall eye, muskie, and all kinds 
of salt water game fish. They are 
made to look and swim like minnows. 
Long-hair tails give appearance of natu- 


ral wiggle. Weight, maker states, is 
right for easy casting and hooks are 
spaced and anchored properly to as- 
sure easy hooking without interfering 
with movements of hair tail. Furnished 
in colors proven to be most attractive 
to game finish. These new lures and 
the company’s complete lines for 1939 
are shown in a new catalog. Counter 
displays available. 





Venetian Blind Hardware 


The Fiwale Equipment Mfg. Co., 
64 Reade St., New York City, has 
issued its Catalog No. 38—29 pages— 
showing its complete line of venetian 
blind hardware. 





Tree Paint Display Rack 


For the display of its tree paint, 
the Bartlett Mfg. Co., 3003 E. Grand 
Blvd., Detroit, Mich., is offering this 
steel display rack. It holds 6% pints, 
5 pints, and 4 quarts. Manufacturers 
states this tree paint kills and prevents 
growth of wood destroying fungi and 
also protects tree from wounds after 
pruning. 


BARTLETT TREE PAINT 
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RETAIL 


| 89¢c 


a | COMPLETE 


3-Cell 2-Cell 
Searchlight Spotlight 
No. 3919 No. 2819 


JANUARY 12, 1939 


BOND ELECTRIC 
CORPORATION 


Division of Western Cartridge Company 


New Haven, Cenn. Chicago, Ill. 
San Francisco, Calif. 


Searchlight No. 3919 in its Combination Offer CK-94 includes 
“pyramid” easel display this handsome colored display 


































































Desk-Type Panel System 


For use in schools having 30 rooms 
or less. It features high quality radio; 
talk-back for intercommunication; 24- 
watt amplifier with base and treble com- 





pensation ; heavy-gage steel construction 
cabinet finished in silver gray, crackle- 
baked; provision for phonograph attach- 
ment; audible monitor; master switch 
for each panel of ten switches. Price 
of desk panel complete with switches 
for 10 rooms, amplifier, bass and treble 
compensation, talk-back and set of 
tubes, $295. Each additional ten-switch 
panel with master switch, $35. School- 
room speaker of walnut to match rack 
panel units. Equipped -with 6-in. 
speaker and housed in walnut cabinet, 
$12.95. Bell Sound Systems, Inc., 1183 
Essex Ave., Columbus, Ohio. 


Fletcher Oil Caddy 


For storing glass cutters when not in 
use. Occupying only 2% by 2 in. of 
space, it will hold several cutters and 
can be set down or hung in a con- 
venient place. It is 5% in. high. Fin- 
ished in maroon, green and gold. Metal 
band is chromium plated. In recessed 
base is a felt pad which protects cut- 
ter wheels. By applying a few drops of 
light machine oil and ordinary kero- 
sene to the pad, a lubricant of the 
proper consistency will form in the re- 
cess. Pads will give months of service 
and will be supplied by the manufac- 








turer. A coupon is included with every 
dozen Fletcher “Gold Tip” cutters. By 
returning the coupon together with 10 
cents to defray packing and shipping 
costs, a Caddy will be mailed to any 
address in the United States or Canada. 
Two coupons will bring a Caddy free. 
The Fletcher, Terry Co., Forestville, 


Conn. 


“Glide” Electric Shaver 


Maker states it employs a true shear- 
ing action that takes the hairs off close 
and clean, right at the skin line. Guard 








blade is shaped so it smooths out the 
skin and brings the hair base right up 
to the shearing blade without actually 
touching the skin. Speedy rotary motor 
operates on either a. c. or d. c. Avail- 
able in three colors. Retail selling 
price, $7.50. International Appliance 
Co., Ann Arbor, Mich. 





Soot Destroyer 


Removes soot from oil, coal, coke, 
wood or gas burning broilers. Suitable 
for both domestic and industrial use. 
Maker states it is non-explosive, non- 





inflammable and harmless to heating 
system. For oil and gas burner satis- 
factory results can only be obtained by 
using Soot Destroyer with a blow gun. 
The Economy Plumber Co., 39 Lispan- 
ard St., New York City. 


Sidewalk Skidproofing 


A new, accident prevention material 
has been developed by the Tamms 
Silica Co., 228 N. La Salle St., Chi- 
cago. It consists of a special coated 
“Ice Control” abrasive that is said to 
imbed itself in icy surfaces; prevents 
slipping, melts ice and keeps addi- 
tional ice from forming. Maker states 
it is easy to apply, safe to use and 
will not harm concrete walks, lawns, 
clothing, or home furnishings. 





Stanley Rule Merchandisers 


New modern counter display cases 
are now offered free of charge with 
orders for assortments of Stanley “Zig- 
Zag” and “Pull-Push” rules. Display 





cases are of chromium trim, blue and 
orange lacquered sides and back. In 
each case a metal tray displays six dif- 
ferent types of rules. Window front 
permits full visability for rules yet pro- 
tects them from dirt and dust, and may 
be removed easily by salesman. No. 290 
Assortment consists of 25 Stanley 
“Green End” and “Victor” Zig-Zag 
rules and the free display case. Retail 
value, $15.25. No. 291 Assortment con- 
tains 15 “Pull-Push” rules and free 
display case. Retail value, $14.95. Prices 
slightly higher west of Missouri river. 
Stanley Tools, New Britain, Conn. , 





Orchard Pruner No. 528 


This light-weight, all-steel pruner is 
designed to make cuts which will heal 
over quickly. With it, it is easy to 
cut branches close to the trunk without 
leaving stubs. Cutting can be done 
with extreme points of blades. Large 
bearing surface around the center rivet 
is said to insure perfect cutting and 
unusual sturdiness. Special alloy steel 
forgings are carefully tempered and 
ground to keen, lasting cutting edges. 
Joined with a large steel rivet and 
fitted with large, comfortable hardwood 
grips riveted to the shear. Pruner is 
28-inches long overall and weighs 2%4 
lbs. Packed 12 to a carton. List price 
per dozen, $42.00. Seymour Smith & 
Sons, Inc., Oakville, Conn. 
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STEARNS 


POWER LAWN MOWERS 


10 MODELS 
Six Wheel-Drive Four Roll-Drive 
' All Reasonably Priced, Starting at Model 124-ST 
$69.50 $17950 


Solid Rubber Tires 
The Only Line of Power Lawn Mowers 
Designed Especially for the Hardware 
Trade 


The Only Line of Such Machines 
Generally Distributed by the Trade 














Model 181-ST 


$6950 


Solid Rubber Tires 
















1938 sales of Stearns Power Lawn Mowers 
exceeded greatly those of 1937—and 1938 
was a depression year. 1939 offers greater Model 124-PT 
opportunity than ever before. Lower prices, $199250 
the demonstrated salability of the Stearns S°°*sr Prev 
Line by the Hardware Trade, and a greatly 
increased national advertising campaign ad- 
dressed to the consumer, make that a certainty. 



















| Model 218-ST 


$7750 





The quick, profitable turnover of these sim- 
ple, dependable items of merchandise will 










































d 
n boost your spring sales volume. They sell 
f- rapidly and profitably because they are built 
t 
nd without tricky and complicated mechanism. 
y Their sale will be promoted by a national 
0 Model 318-ST advertising campaign in 10 leading home Model 22-H 
: $9450 magazines with a monthly circulation of over $17 500 
il Solid Rubber Tires 5,000,000 copies. 
- If you have not carried Stearns Power Lawn 
s Mowers before, inquire of your jobber about 
“ them at once. They have established a record 
of increasing sales volume that is unique and 
unequalled. A part of the 1939 sales increase 
. and profit can be yours for the asking. 
‘| Representative models and prices are shown 
” here. All are powered with the world famous 
. Model 318-PT Briggs & Stratton engines. All models are 
e $10 350 equipped with solid rubber tires on drive 
et Goodyear Pnev. wheels, rollers, and casters. Goodyear pneu- Model 26-A 
: Tires matic tires are available for wheel-drive ma- 
id chines at moderate extra cost. 
d Ask Your Jobber or Write Us 
d for Catalog No. Al 
1S 
; E. C. STEARNS & CO. 
? SYRACUSE Estab. 1864 NEW YORK 
- ad 
~ 
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Chain Display Stand 


This “Reel Salesman” display stand 
has been announced by The Cleveland 
Chain & Mfg. Co., Cleveland, Ohio. Fin- 


ished in bright red baked enamel and 


trimmed with ivory lettering. Double- 
faced signs at top and bottom permit 
readability from any location in store. 
Top construction provides three handy 
compartments for holding different 
chain accessories such as_ eyebolts, 
hooks, key rings, etc. Stand occupies 
less than two square feet of floor space, 
measuring 15 in. deep, 20 in. wide and 
51 inches high. Made of heavy gage 
steel and holds four reels of chain, or 
equivalent in one-half or one-third reels. 
Stand is available in combination with 
several assortments of chain. 


Wall Shoe Shine Holder 


“Jiffy”’—has changeable lasts for men 
and women’s shoe. Made with detach- 
able wall bracket. Intended for high 





and low shoes and is adjustable to any 
size shoe, finished red and_ black 
enamel. The Star Heel Plate Co., 
Newark, N. J. 


Peat Fuel Briquettes 
“Erin-Cheer”—made of peat com- 

pressed under tremendous pressure. 

Said to burn with bright flame, giving 








off even heat, and leave no bulky ashes 
or clinkers. About half a package will 
provide an evening’s fire, giving off 
pleasant aroma of peat. Trial packages, 
containing enough briquettes for two 
fires and the necessary lighters, are 
packed in handy handle containers, de- 
signed by Robert Gair Co. With pur- 
chase of four packages, a basket grate 
is given without extra charge. Engi- 
neering Projects, Ltd., 542 Fifth Ave., 
New York City. 


Vacuum Cleaners 
Beach Co., Racine. Wis.. 


announces two vacuum cleaners, the No. 
12 standard model, weighing 12 Ibs., 
3 oz. and the No. 14 De Luxe model 
weighing 12 lbs., 13 oz. The former 





Hamilton 












































retails for $29.90 and the latter for 
$39.75. Both are full size, 14-inch 
motor-driven brush cleaners with bigger 
capacity, new ease of handling and con- 
trol—beating sweeping suction for thor- 
ough cleaning ability. 


Sporting Rifle 


Model 52 Winchester—a .22 rim fire 
rifle, chambered exclusively for the .22 
Long Rifle cartridge., It has the same 
improvements in design of its receiver 
and in its Winchester Speed Lock firing 
and trigger mechanism as the new 
Model 52 target rifles. This includes 
provision for adjustment of the weight 
of the trigger pull and the amount 
of engagement of the trigger and 
sear. Firing speed is the same, with 
lock time reduced to less than one- 
third that of the original Model 52 
lock. Receiver has same high back 
wall left in the loading well and larger, 
stronger camming shoulders. Thumb- 





Rawlplug Dealers’ Outfit 


No. 10—Contains an assortment of 
Nos. 6, 8, 10, 12, and 14 Rawlplugs in 
their respective bins for easy merchan- 
dising and corresponding size drills in a 
























handsome lithographed metal counter 
display, taking up only 8 by 11 in. on 
the counter and 13% in. in height. List 
price, $16.00. The Rawlplug Co., Inc., 
98 Lafayette St., New York City. 


Reclining Chair 


No. 80F is made so that the seat of 
the chair swings from the frame and 
is adjustable by the occupant to any 
position, from sitting to completely re- 
clining, without getting up from the 
chair. Seat is 15 by 16% in. and back 
is 32 in. above it, 42 in. high, overall. 
Chair folds into a bundle 441% by 6% 
by 25% inches. Chairs weigh 184 lbs. 
to the dozen and are packed in bundles 
of six. Available in white enamel, 
lacquer in a variety of colors, or natu- 
ral. Tucker Duck & Rubber Co., 
Fort Smith, Ark. 


lever safety is on right side of receiver. 
Has the same Winchester proof-steel 
barrel as the target models, except that 
it is shortened to popular 24-inch sport- 
ing length, and by the curved taper, 
reduced in weight. Stock is selected 
walnut, with cheek rest; dimensions, 
13% in. by 1 9/16 in. by 2% in. Check- 
ered steel butt plate, hard rubber grip 
cap and molded black forearm tip. Ap- 
proximate weight with % in. sling strap 
and quickly detachable swivels, is 7% 
lbs. Standard sight equipment is either 
a Lyman No. 57FH or 48F micrometer 
receiver sight and Redfield Gold bead 
front sight. Winchester Repeating 
Arms Co., New Haven, Conn. 
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Pocket Stone... Sells for 20¢. 
Orange, yellow and black 
display furnished with order 
of a dozen. Put it next to 
your cash register. 













Safety Razor Blade 
Hone... Puts asmooth 
velvety edge on the 
dullest rl Retails 
at 50¢. Instructions in 
box. Ask your jobber 
for the Aloxite Brand 
No. 45 Hone. 
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FRANK M. HOBBS, 
president and general man- 
ager of Chas. Leonard Hard- 
ware Co., Petersburg, Va. 
celebrated his 50th anniver- 
sary in the hardware business 
on July 1, 1938, at which time 
employees of the firm tendered 
him a testimonial banquet and 
presented him with a_ gold 
loving cup. Mr. Hobbs was 
born on August 29th, just 68 
years ago, and entered the em- 
ploy of the company of which 
he is now the head on July 1, 
1888. Starting with the posi- 
tion of clerk, he progressed to 
the positions of collector, sales 
clerk and general manager 
and right on up the line until 1908 when he became 
vice-president of the firm. When the company underwent 
a reorganization in 1921, Mr. Hobbs was elevated to the 
position of president. Mr. Hobbs is a director of the 
Petersburg Savings and American Trust Co. and a director 
of the Petersburg Insurance Co. His chief hobby is the 
welfare of small boys and in view of this he is chairman 
of the Boys Works Committee of the Petersburg Rotary 
Club. It is also interesting to know that the firm is now 
in its 94th year and Mr. Hobbs has seen the floor space 


FRANK M. HOBBS 








Hardware Age 
Fifty Year 
Club 








grow from 7000 sq. ft. to over 100,000 sq. ft. Mr. Hobbs 
has also seen the business grow over 1000 per cent since 
his connection with the firm. During the period of the 
World War, the Leonard Hardware Co. furnished supplies 
to the large du Pont powder plant and also to Camp Lee, 
both of which were located just a few miles outside of 
the city. 


P. E. SNYDER, owner of 
P. E. Snyder & Son, Blan- 
chester, Ohio, was born Octo- 
ber 13, 1868, and entered the 
hardware business in 1886 
when only 18 years of age. 
His first position was that of 
clerk with Darius H. Moon, 
hardware dealer of Blan- 
chester and he received a 
salary of $50 a year and 
“found.” Three years later 
he decided to branch out for 
himself but was offered a part- 
nership by Mr. Moon and ac- 
cepted, the firm’s name be- 
coming Moon & Snyder. In 
1895 the store was destroyed 
by fire and upon Mr. Moon’s 
resigning from the firm, Mr. Snyder decided to carry on 
the business by himself under the name of P. E. Snyder. 
Three years later, in 1898, he married Miss Lucy Cooper 
of Salisbury, Md. Three children were born, Clarence, 
Harry C. and Isabel, now Mrs. Nial Ferris. In 1922 
Harry was admitted to partnership in the firm which then 
adopted its present name. The company’s distribution 
of merchandise now extends over six counties. Mr. 
Snyder, although the oldest man in Blanchester, still 
takes an active part in every detail of his business and 
also operates a rural gas service to 600 homes. He has 
been on the official board of Grace Methodist Episcopal 
Church for the past 50 years, is a member of the local 
Masonic lodge and Rotary Club and was a director of the 
Ohio Hardware Association. 





P. E. SNYDER 
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line of Kings- 

ton Roller Skates is 

again the profit leader in 1939. This complete 
line—there is a model for the most discrimi- 
nating customer as medium-priced 
numbers and those intended for store traffic— 
will be back stronger than ever for it will again 
be packaged in the two-color, laminated card- 


board can which won the Gold Medal Award. 


well as 


1939 


Dealers 

every- 

where pro- 

claim Kings- 

ton’s new pack- 

age to be a great 

selling aid for it as- 

sures a good merchan- 

dising display and prevents 

the stock from becoming ‘‘shop- 

worn” 

Kingston Roller Skates are attractive, practical 
and rugged. 


eWe:¥ odol-t-ta-telace 


There is a model for every pur- 
pose. They are smartly packaged in a sealed 
container which appeals to a prospective cus- 
tomer on sight. The Kingston line is the ‘‘Pro- 
fit Maker” for 1939. Write today for complete 
information. 
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FEDERAL CLASSES ARE UNDER WAY 
FOR HARDWARE STORE EMPLOYEES 


Five per cent of students enrolled under George- 
Deen law are employees of hardware stores. 


(Washington Bureau 
of HARDWARE AGE) 


Incomplete returns covering 
the first year of operation under 
the expanded George-Deen law, 
under which $1,240,000 was ap- 
propriated by Congress for allo- 
cation te the States for adult 
classes in distributive trade sub- 
jects, show that while relatively 
few classes were organized ex- 
clusively for training in the 
hardware field about 5 per cent 
of all students 
employees of hardware 

This compared with employees 


enrolled were 


stores. 


of automotive establishments who 
constituted 2 per cent of students 
enrolled; variety 
stores, 5 per cent; employees of 
men’s and women’s clothing 
stores, 8 per cent; and employees 
of department stores whose ratio 
was 65 per cent. Although the 
George-Deen law was put on the 
statute books to provide Federal 
aid for training in all branches 
of the distributive and 
trades, officials report that the 
major part, estimated at 90 per 
cent or more, of the 
thus far has been directed to the 
retail field. 

Among the scattered sections 
where classes for employees in 
the hardware field have been 
organized are: The San Jose 
(Calif.) Edison General High 
School where 17 students—14 
men and three women 
hours per course of 10 meetings 
in instructions in paint and wall 
paper sales. In Birmingham. 
Ala., 296 students enrolled last 
year for a course in merchandis- 


employees of 


service 


program 


spend 22 


ing principles and salesmanship 


designed particularly for em- 
ployees of hardware stores. In 
Bessemer, Ala., 16 students en- 
rolled for 13 hours per course of 
13. meetings covering merchan- 
dising studies and salesmanship 
in the hardware field. In Salt 
Lake City, (Utah) 31 students 
received instructions last year in 
hardware selling at Western 
High School, attending 11 clas- 
ses of three hours each, or a total 
of 33 hours for the complete 
course. 


82 


After conferring with repre- 
sentatives of national trade asso- 


ciations in the retail _ field, 


| state boards for vocational edu- 


officials set out last year to 


organize classes to meet the 
needs of these general occupa- 
tional levels in the distribution 
field: 

Managers and operators; sales 
managers, branch managers and 
local representatives; department 
heads, supervisors, etc.; purchas- 
ing agents and buyers; 
people, sales agents and buyers; 


sales- 


store service workers contacting 
the public; delivery men or 
driver salesmen; and other mis- 
workers contacting 
customers. Any person in a 
distributive occupation, involving 
contact with customers, was eli- 
gible to enroll in a_ part-time 
class if not less than 14 years 
of age, or in an evening class 
if not less than 16 years of age. 


cellaneous 


Classes actually organized were | 


set up to teach these subjects: 
selling of hardware; paint and 
glass selling; retail selling; elec- 
tric appliance selling; small 
advertising and window 
trimming: marketing problems; 
credit sales; small store sales- 
manship: merchandising of me- 
chanical goods; merchandising 
studies; bookkeeping for small 


store 


stores. 

Although officials express the 
sponsorship of the 
small 
disappointing, they hope accep- 
tance during the present year will 
be greater. The whole program 


view that 


courses by retailers is 


was slow in starting in view of 
getting the money 
cleared so that , 
otherwise 


a delay in 
many sections, 
interested in getting 
courses established, were reluc- 
tant to go ahead with plans 
while the date for releasing 
Federal funds was uncertain. 
While all states are now eligible 
to apply for their share of the 
money, 30 states have actually 
established definite programs ap- 
proved by the Office of Educa- 
tion. 


The function of the Office of 


Education is to cooperate with 


| and approves 


cation by offering the assistance 
of special agents familiar with 
distributive training. It examines 
state plans for 
courses; it approves the per- 
sonnel designated by the states 
for instruction work; it audits 
financial reports of the state sys- 
tems, and supervises the alloca- 
tion of funds available. The 
act prescribes that Federal funds 
shall be spent for salaries and 
traveling expenses for teachers, 
supervisors and for teacher train- 
ing in distributive occupational 
subjects. 

Congress appropriated $1,240,- 
000 for the fiscal year ending 
June 30, 1938, and a similar 
appropriation will be requested 
of the 76th Congress. For every 
dollar advanced by the Federal 
Government, the states will be 
required to put up 50 cents, but 
that ratio will be raised 10 per 
cent each year until 1946, when 
the states will be matching 


| Federal funds dollar for dollar. 


Retailers anxious to have clas- 
ses established in their communi- 
ties have been urged to communi- 


| cate with their local boards of 


education or their state education 
departments. 


NEW ENGLAND HOUSE- 
WARES SHOW. FEB. 20-24 


The sixth annual New England 
Housewares Show will be held 
Feb. 20-24 at the Parker House. 
Boston, Mass. The show is spon- 
sored by The Housewares Club of 
New England with offices in room 
182 in the Parker House. 


ALABAMA DEALERS 
MEET MAY 16-18 
The Retail Hardware Associa- 
tion will hold its annual conven- 
tion and exhibition May 16-19, 
1939, in Mobile, Ala. J. H. Crowe, 
410 N. 2st St., Birmingham, is 
secretary-treasurer of the associa- 


tion. } 





MARK J. LACEY 


M. J. LACEY ANNOUNCES 
PEXTO CHANGES 


Mark J. Lacey, president of 
The Peck, Stow & Wilcox Co., 
Southington, Conn., has an- 
nounced the following changes in 
the company: The Machinery and 
the Tools and Hardware Divi- 
sions are being amalgamated. W. 
Roy Moore has been appointed 
director of sales. He was for 
many years vice-president and 
general manager of the Billings 
& Spencer Co., Hartford, Conn. 
William O. Seifert, manager for 
years of the Machinery division, 
is now sales manager. Elmer J. 
Murray, traveling representative 
of the Tools and Hardware Di- 
vision, is now assistant sales 
manager. Floyd J. Neal formerly 
manager of the Tools and Hard- 
ware Division is now manager of 
production. 


“THE NUTMEGGERS” 
INSTALL OFFICERS 


New officers of “The Nutmeg 
gers” were installed at the Jan. 
11 meeting. They are: president. 
Howard M. Knapp, the Corbin 
Cabinet Lock Co. and Corbin 
Screw Corp., New Britain, Conn.: 
first vice-president, Roland H. 
Osgood, The Patterson-Sargent 
Co., Long Island City, N. Y.: 
second vice-president, Harry W. 
Murray, American Steel & Wire 
Co., New Haven, Conn., and sec- 
retary-treasurer, Earl J. Hopwood, 
Olds & Whipple, Ine., Hartford, 
Conn. 
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HAMMACHER, SCHLEMMER DISCONTINUES 
MILL SUPPLY—HEAVY HARDWARE BUSINESS 


William F. Schlemmer, presi- 
dent, Hammacher, Schlemmer & 
Co., New York City, in a letter 
to the trade on Dec. 19 an- 
nounced that the company was 
discontinuing its mill supply and 
heavy hardware business con- 
ducted from 229 Fourth 
New York. Hammacher, Schlem- 
mer now will devote more time 
to its 57th St. store where house- 
wares, gifts, and all sorts of home 
conveniences are featured. 


The announcement reads as 
follows: 

“No doubt, you will be = sur- 
prised to learn, that we have 


definitely decided to discontinue 
our mill supply and heavy hard- 
ware business carried from 
19th St. and 4th Ave. 

“It is rather unfortuiiate, that 
after 90 years of continuous busi- 
ness in mill supplies, we should 
feel justified in abandoning this 


on 


field; however, for many years we 
have watched the profits become 
and until they have 
reached a point where the mill 
supply division of our organiza- 
tion has become unprofitable. 
“Our main office, buying de- 
partment, and warehouse will 
continue to be operated at this 


less less, 


address, 229 4th Ave., at 19th St., | 


New York, N. Y. 


“An additional reason for dis- 


continuing this line is due to 
the fact that our 57th St. store 
featuring housewares, gifts, and 
all sorts of home 
has been increasing very rapidly 


conveniences, 


and requires more time and ef- | 


fort than we have been able to 
give it. 


“At our 57th St. store, we will 
continue with our hardware and | 


tool department for the retail 
trade, and shall continue to pur- 
chase from you for this depart- 
ment. 


“Mr. 


been 


August Pahl, who has 
with us many years, has 
arranged to organize a company 
of his own to take over the whole- 
sale hardware, tool, and factory 
supply business which we had, 
and we shall do eveything pos- 
sible to assist him to make a 
success of it. 

“The piano supply division of 
our business, which has _ been 
operating entirely separate from 


the hardware, will continue as 
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| ing 


heretofore, at 19th St. and 4th 


Ave. 

“Thanking you for the many 
favors you have accorded us dur- 
90 years, beg to 


these we 


| remain,” 


Ave., | 


TURNER BRASS APPOINTS 
SOUTHEASTERN AGENTS 


W. S. “Red” Gardner, Chatta- 
nooga, Tenn., and A. L. Mere- 
dith, Miami, Fla., have been 
appointed manufacturers 
sentatives for the Turner Brass 
Works, Sycamore, IIl., in the 
ten southeastern states. “Red” 
Gardner and “Al” Meredith have 
operated as associates for many 
years however their territories do 
not overlap. Mr. Meredith covers 
Florida, Georgia, South Carolina, 
Alabama, Mississippi and New 
Orleans, La., while Mr. Gardner 
covers North Caro- 
lina, Kentucky, West Virginia 
and Virginia. They will sell 
Turner’s complete line of blow 
firepots, camp 
lamps and 


repre- 


Tennessee, 


torches, stoves, 


pressure lanterns, 


water heaters, soldering coppers 


and metal spray guns to the | 
hardware, mill, plumbing and 


automotive supply jobbers. 


INDIAN FIRM SEEKS 
HARDWARE LINES 


B. B. Master & Co., manufac- 
turers’ representative and com- 
mission agent at No. 49, Parsi 
Colony, Karachi (Sadar), India, 
wishes represent American 
manufacturers of iron wire nails, 
iron wood screws, galvanized gas 
tubes, hinges, files, 
etc. The firm has been in busi- 
ness in India for 30 years. 


to 


steel steel 


NEW DIVISION FOR 
CELLULOID CORP. 


Celluloid Corporation, as_ of 
January 3, 1939, will create a 
new division in its sales depart- 
ment, the Molding Power Divi- 
William T. ap- 
pointed director of sales of this 
new In all Celluloid 
Corporation will then have seven 
sales divisions through which to 
market its various products. 


sion. Cruse is 


division. 





Here are the officers of the recently organized Builders’ Hard- 
ware Association of California: back row standing, left to right, 
are Directors Frank L. Seabott, The Seabott Hardware Co., and 


Floyd Westerdahl, Imperial Hardware Co. 


Front row, left to 


right, are treasurer, Daniel C. Hay, Daniel C. Hay Co.; president, 
Frank Ames, West and Co., and secretary, Jack Scull, Scull and 
Co. A news story about the plans of this new association ap- 
peared on page 73 of the Nov. 17 issue of Harpware Ace. 








A. H. WHEELER JOINS 
LAMSON & SESSIONS 
Al H. Wheeler has become as- 
sociated with the sales organiza- 
tion of the Lamson & Sessions 





A. H. WHEELER 


Cleveland, Ohio, manufac- 
turer of bolts, nuts, cotters and 
cap screws. Mr. Wheeler was 
formerly with the American 
Screw Co., Providence, R. I., as 
representative in eastern Penn- 
sylvania, New York and northern 
Ohio. 


toe. 


NEW VICE-PRESIDENTS 
FOR GENERAL ELECTRIC 


Following the regular meeting 
of directors of the General Elec- 
tric Co., Gerard Swope, president, 
announced the appointment of 
three new commercial vice-presi- 
dents, as follows: 

R. M. Alvrod, manager of the 
Pacific district of the company, 
with headquarters at San Fran- 
cisco, Calif.; John E. N. Hume, 
industrial department manager at 
Schenectady, N. Y., and A. S. 
Moody, northwestern district man- 
ager at Portland, Ore. 


CONTRACT HARDWARE MEN 

TO MEET IN OCTOBER 

The National Contract Hard- 
ware Association will hold its an- 
nual convention and exhibit, Oct. 
2-5, 1939, at the Hotel New 
Yorker, New York City. J. Har- 
old Dumbell is executive secre- 
tary of the association with of- 
fices in the Fulton Bldg., Pitts- 
burgh, Pa. 





















Distributors at the convention of the Gibson Electric Refrigerator Corp., Greenville, Mich., held 
Dec. 5 and 6 at the Pantlind Hotel, Grand Rapids, Mich., saw the presentation of the new line 





of electric ranges. 


GIBSON INTRODUCES ELECTRIC RANGE LINE 
AT TWO-DAY DISTRIBUTOR CONVENTION | 


Iwo new developments were 
disclosed at the distributors’ con- 
vention of the Gibson Electric 


First was the company’s new line 
of electric ranges and second, a 


6 cu. ft. refrigerator with a | 


hermetically sealed mechanism 


called the “Grenadier.” The | 
range line was presented by E. A. | 
Rutenher, dean of the electric | 


range designers and manufac- 
turers. 

The keynote of the sales and 
advertising presentation for the 
coming season, “European Cook- 
ery —The American Way,” was 
explained by John L. Stephens, 
Gibson sales promotion manager, 
and Hal Falvey, vice-president of 
Gibson’s advertising agency. A 
complete line of selective sales 
helps for dealers, including a 
catalog and broadside, sales edu- 
cational material which includes 
a sales manual, floor and window 
displays and demonstration mate- 
rial, along with a cooperative 
newspaper advertising campaign 
was explained by Mr. Stephens. 
A complete recipe and instruc- 
tion booklet was presented at the 
convention, having been prepared 
by Mr. Stephens and Mrs. Weno- 
nah McGhee, home economist, 
Consumers Power Co. of Mich- 
igan. 

The session on electric ranges 
was followed in the evening by 
a banquet, a floor show imported 
from Chicago, swing music and 
other various kinds of entertain- 
ment. 


The next morning the refrig- 
erator line was presented with a | 
series of “mechanical, biological | 
and psychological” skits, drama- 
tizing the 1939 sales and adver- 
tising keynote for the Gibson 
Freez’r shelf refrigerator line. 
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of an Industrial Fellowship in 





presented by F. E. Basler, gen- 


| eral sales manager. 
Refrigerator Corp. held in Grand | 
Rapids, Mich., Dec. 5 and 6. | 


| 
| The skits were conceived and | 
| 
| 


BUILDING MATERIAL WORK 
AT MELLON INSTITUTE 


Dr. Edwa:d R. Weidlein, direc- 
tor, Mellon Institute, Pittsburgh. | 
has announced the establishment | 


that institution by the United 
States Gypsum Co., of Chicago, 


| Ill. This Fellowship will conduct | 


fundamental research on various 
products manufactured by the 


donor company, with the objec- 
tive of developing new processes 








broad application in the field of | 
building materials. 
tigatienal work will augment the | 
regular research activities car- 
ried on by the donor. 


PENN SUPPLY & METAL 
IN NEW BUILDING 


The Penn Supply and Meta! 
Corp. is now in its recently com- 
pleted modern building at 1831- 
39 N. 5th St., Philadelphia, Pa. 
Increasing business necessitated 
new quarters for this firm. It 
now occupies 28,000 square feet 
of space on one floor, through 
to two streets, providing crane 
handling facilities for heavy ma 
terials and a_ specially buili 
truck-level floor. 

The company was founded in 
1919. It manufactures shee! 


| metal products; distributes hard 
| ware, nails and wire product-. 


sheet metal, and roofing and 
plumbing materials. 





Cc. F. & Il. CORP NAMES 
DISTRICT SALES MANAGER 


Charles F. Lanter has been ap- 
pointed district sales manager in 
Fort Worth, Tex., with offices at 
1503 Fort Worth National Bank 


| Bldg., by The Colorado Fuel and 


| Iron Corp., Denver, Colo. 








More than 400 hardware whole- 


| turers’ representatives from vari- | 
| ous points in the East gathered 
Dec. 8 at the Green Terrace Inn, 
near Lebanon, Pa. 


Krause’s 60th anniversary in the 
hardware business. 


Mr. Krause is president of the 


Lebanon, wholesale hardware dis- 





400 FETE GEORGE D. KRAUSE 


ON HIS 80TH BIRTHDAY 


tributor. He is a member of the 
third generation of the Krause 
family to be active in the busi- 
ness. For 26 years he served the 


| Pennsylvania Wholesale Hard- 


ware & Supply Association as 
treasurer and for many years he 
was active in the former Hard- 
ware Club of New York as well 
as in the Manufacturers’ Club of 
Philadelphia. He is a member 
of the Haroware Ace Fifty Yea: 
Club. 


Gathered around the huge birthday cake are Maxwell Krause, George D. Krause and Mrs. Krause. 
The occasion was the 80th birthday anniversary of Mr. Krause, senior. The place was the Green 
Terrace Inn where 400 of his friends and business associates gathered to pay him tribute. 





HARDWARE AGE 











TAL 


Meta! 


y com- 


t 1831- 
ia, Pa. 


ssitated 
m. It 
re feet 
hrough 
crane- 
vy ma 

built 


ded in 

shee! 
3 hard 
oduct-. 
z and 


ES 
\GER 


en ap 
ger in 
ices al 

Bank 


el and 


DAY 


of the 
‘rause 
busi- 
‘d the 
Hard- 
yn as 
rs he 
Hard- 
; well 
ub of 
‘mber 


Year 





PUL Ty i 


ise. 
Pen 
















CLOTHES LINE 


must please the woman 






Your typical clothes line customer is a woman who has just had 






, the unpleasant experience of a broken clothes line. She is in no 
‘we ’ ae > mood to repeat this annoyance and expense. If you can explain 
why a better line will wear longer and prove more economical, 
she will gladly pay the few cents extra it costs. To assist you in 
grading up clothes line sales, we have prepared a booklet, 
“How To Sell Clothes Line.” Write for a free copy. 

To meet demands of those who want the best clothes line, you 
can recommend PHOENIX SASH CORD, an exceptionally 
durable line that will outlast at least three cheaper clothes lines. 
Where price is important, WHALE CLOTHES LINE is an 
unusually fine line at low cost. Both are solid braided cotton 
yarn—not roving—and are free from the loading that detracts 
from the strength and durability of low grade braided cord. 
We manufacture a variety of lines to fill every requirement for 
price and quality. Write for our new price lists. 

























SAMSON CORDAGE WORKS 


BOSTON, MASSACHUSETTS 














Quality and Service Since 1907 


ABRASIVE-COATED PAPERS »* CLOTHS 
GRINDING »* LAPPING COMPOUNDS 


CLOVER MFG. CO. Norwatk, Conn. 
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EASY T0 SELL.. 

























































With the Greenlee to offer, the retail salesman 
has a decided advantage when a customer asks 
for a spiral screw driver, because there are many 
things about them that make that brand easy to 
sell. Appearance, alone, is definitely in their 
favor. They look well balanced, nicely finished 
and, of outstanding importance, it can be seen at 
a glance that the spiral is fully enclosed at all 
times. 


After a Greenlee is purchased, these same fea- 
tures, plus many others, keep them sold. The 
chromium finish keeps them looking right, the 
enclosing sleeve keeps out dirt and makes it im- 
possible to pinch the fingers. They stand up, 
too, because every part is made to operate with 
a minimum of wear. 


ASK FOR NEW TOOL CATALOG NO. 31 if you 
would like to know more about these screw 
drivers and the Greenlee line of auger bits, ex- 
pansive bits, bit extensions, chisels, gouges, draw 
knives, turning tools, etc. Please mention the 





name of your jobber when writing. 


GREENLEE TOOL CO. 


1715 Columbia Ave. Rockford, Illinois 








BROOKLYN APPLIANCEMEN 
ELECT 1939 OFFICERS 


More than 250 members and 
guests attended the annual meet- 
ing of the Electrical Appliance 
Dealers Association of Brooklyn, 
Inc., held at Joe’s Restaurant, 
330 Fulton St., Brooklyn, N. Y. 
James J. Schneer was succeeded 


as president by George W. 
Magno. Other officers are: Percy 
Peters, first vice-president; Sol 





Scholder, second vice-president; 
A. H. Grafenstadt, hardwaze 
dealer, treasurer, and Sam Klein, 
sargeant-at-arms. Thomas W. Bol- 
ger, 44 Court St., Brooklyn, N. Y., 
who served as temporary execu- | 
tive secretary for the past four | 
months, was appointed executive | 
secretary, the office of secretary | 
being abolished. Miss Sylvia | 
Krasner is assistant executive sec- 
retary. 

Wesley Meytrott, sales manager, 
Brooklyn Edison Co., represent- 


ing E. F. Jeffe, vice-president, 
Consolidated Edison Co., New 
Yok City, offered dealers the | 


company’s combination of a| 
| blanket and a sun lamp at the | 
meeting, the campaign on which 
started Jan. 3, 1939. 
' O’Melia, cartoonist and creator of | 
“Leo the Lion” in Jimmy Pow- 
| ers’, “Power House” column in 
| the Daily News, New York, spoke 
at the meeting and drew sketches 
of some of the dealers present at 


on Leo | 


the meeting. 

Announcement was made that 
the association’s Pre-World’s Fair 
Electrical Appliance Exposition, 
for the trade, would be held | 
Wednesday evening, Jan. 25, at | 
the Knights of Columbus Grand | 
Ball-oom, One Prospect Park | 
West, Brooklyn, N.Y. | 


LOADED PAPER SHOT SHELLS | 
SIMPLIFIED PRACTICE 


| menting 





». 


gated and printed by the L. 
Department of Commerce, and 


will be effective from January 2. 
1939. 

Mimeographed copies of the 
proposed revision may be obtained 
from the Division of Simplified 
Practice, National Bureau of 


Standards, Washington, D. C. 


WARREN TELECHRON CO. 
CONDUCTS OPEN HOUSE 


On Dec. 13, hundreds of people 
living in the area from which 
the Warren Telechron Co. draws 
its thousand employees visited 
the Ashland, Mass., plant where 
Telechron clocks are made. 


| Trains, buses and private auto- 


mobiles brought this crowd to 
the only point where they could 


| gratify their curiosity on electric 


clock production and see their 
fsiends and relatives under actual 
wage-earning conditions. 

The only promotion resorted to 


| in staging this open house, aside 


from word-of-mouth advertising, 
was the showing of a product dis- 
play in the lobby of a local bank. 
Cards were shown at the display 
inviting the public to visit the 
factory to gain a first-hand view 


| of manufacturing processes. 


Two separate itineraries were 
developed and visiting groups 
were led through the factory over 
alternate routes. The employee 
group which acted as guides were 
simply supplied with a few pro- 
duction figures of general inter- 
Any involved questions were 
taken up in detail by foremen 
who circulated among the dif- 
ferent groups in their depart- 
ments. 

The company plans to repeat 
the program in the future as it 
feels that “an open-door policy 
is of prime importance in ce- 
both public and em- 


est. 


| ployee relations.” 


‘The Standing Committee in 
charge of Simplified Practice 
Recommendation R31, Loaded 
Paper Shot Shells, met at Atlan- 
tic City, N. J., on October 19, 
1938, and approved the sixth 
revision of the recommendation. 
Copies have been mailed to all 
at interest for consideration and 
acceptance. 

The proposed revision effects a 
net reduction of 7 per cent of the | 
loads listed in R31-37, the curren: | 
issue. Before the establishment of 
this recommendation in 1925, the 
existing variety of shot shell 
loads was in excess of 4000. The 
number of loads retained in the 
original issue of R31 was about 
1750, and the number of loads 
now suggested for retention in 

| the sixth revision is 263. 

The current revision, if gener- 
ally acceptable to producers, dis- 
fprmecapr and of loaded 

paper shot shells, will be promul- 


users 





| tive Credit Relations” 


SALES AND CREDIT 
BOOKLETS AVAILABLE 


M. T. D’Andrea, 154 Nassau 
St., executive manager of the 
Hardware & Paint Trades Credit 
Bureau, has announced that two 
new booklets entitled, “Construc- 
tive Sales Work” and “Construc- 
are now 
available at 25 cents and 35 cents 
each respectively. 


J. W. McCOLLUM HEADS 
DANBURY HARDWARE CO. 


James W. McCollum was re- 
cently elected president and sec- 
retary of Danbury Hardware Co., 
242 Main St., Danbury, Conn., 
retail hardware concern. Howard 


H. Mignerey is now treasurer 
and vice-president of the com- 
pany. 





HARDWARE AGE 
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Henry Lee, native Chinese bris- 
tle expert of The Wooster Brush 
Co., is back in Wooster, Ohio, 
consulting with officials of the 
company regarding bristle condi- 
tions in China. With Mr. Lee 
is his wife who is on her first 
visit to the United States. 

The company believes that Mr. 
Lee’s first-hand information is 
valuable to the bristle industry in 
that conditions in bristle-produc- 
ing China are even worse than 
our newspapers reveal. Mr. Lee 
has gone through almost unbe- 
lievable perils to carry on his 
work for The Wooster Brush Co. 
His appalling experiences make 
conditions in China much more 
comprehensive to the business 
world. 

Both Mr. and Mrs. Lee ave 
filled with accounts of horrible 
scenes, such as bombing of The 
Wooster Brush Co.’s bristle dress- 
ing plant, of which Mr. Lee is 
manager; the roof of their own 
home blasted away by airplane 
bombs; wandering miles through 
day and night, rescued by a 
Chinese junk; living on raw 
sweet potatoes for two weeks, and 
enduring untold hardships to 
reach Shanghai. 

Despite this, they are going 
back to China in the near future 
where Mr. Lee will carry on his 
work. The risks assumed by 
bristle buyers in obtaining top 
grades of bristle for paint and 
varnish brushes are almost un- 
believable. Danger i especially 
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BRISTLE EXPERT VISITING WOOSTER PLANT | 
TELLS OF PERILS IN WAR-TORN CHINA | 
| 


great when bristle buyers, with | 
money and cargo, have to run | 
the gauntlet of Japanese troops | 


and Chinese guerrilla-controlled 


highways. Furthermore, taxes are | 
demanded under any and all cir- | 


cumstances at any time. “Fre- 
quently, taxes must be paid, on 
moving cargoes, to Japanese as 
well as Chinese soldiers and ban- 
dits many times in as little as 50 
miles of travel,” said Mr. Lee. 


GOODRICH 20-YEAR GROUP 
NOW NUMBERS OVER 2200 


When the ninth semi-annual 
pin presentation ceremonial of 
the Twenty Year Service Club 
of The B. F. Goodrich Company, 
Akron, Ohio, was held recently, 
records of the club showed that 
over 2200 men and women: who 


have been with the company | 
one-fifth of a century or longer 


are now on its rolls. 


President S. B. Robertson of 


Goodrich presented 189 pins to 


the latest group, those who have | 


completed their 20th service 


anniversaries since last June at 


the ceremonies. He also awarded | 


30-year pins to 222 employees | 


who have more than 30 and less 


than 40 years of service, and two 
40-year pins to employees who 
have recently entered this classi- 
fication. 


Mr. and Mrs. Henry Lee enjoying a peaceful though short respite from 
the battlefields of China. Mr. Lee returns shortly to carry on his now 
hazardous occupation. 





| sell a gallon. There's no depreciation —no losses. Profit is sure 














1 LOST MONEY LAST 
YEAR SELLING 
FROM DRUMS 







































| MADE MONEY 
on CANS! 


THERE’S A DOUBLE PROFIT 


IN 
POL-MER-IK 
LINSEED OIL 
IN CANS! 











IN 139 IT'S RETAILERS who've 


kept records, know that 
CANS FOR ME Pol-mer-ik in Cans 
eliminates bulk selling 
losses that steal profits 
— such as drips, overmeasuring, foots, customer's cans of 
uncertain sizes. These merchants wouldn't go back to selling 
from drums. With Pol-mer-ik in Cans, they buy a gallon, — 
























and certain. Service is quicker, better. POL-MER-IK’'S second 
profit is its drawing power. Painting 
contractors want the extra value of 
cooked oil that Pol-mer-ik gives. 
They rely on the uniformity of this 
trade-marked, factory packaged oil. 
They prefer to trade with the store 
that carries Pol-mer-ik in Cans. Start 
1939 with a full stock of this Extra 
Value Linseed Oil. 


BWABBBBBBesBBBBBBBeB BeBe 


ARCHER-DANIELS-MIDLAND CO. 
Roanoke Building, Minneapolis, Minn. 
















Send me the name of the nearest jobber 
— and the story of the Extra Value of 
Cooked Oil. H-39 


Name a 























A SIZE FOR EVERY PAINT 
J0B Addr = 










PINTS, QUARTS, 1, 2, 5 
gallon containers. Available 


in Raw or Boiled Town State Sa tn SE 
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TUCKER’S FOLDING FURNITURE 
QUALITY — STYLE — PROFITS 











OPENS 


FOLDS 

EASILY 

FOLDS 
FLAT 


THE 
TUCK ER'WAY 











TUCK’ER'WAY 














The Tuck'er’way folding chair, No. 85 illustrated above comes in three sizes, 
Regular, Intermediate, Juvenile. Sturdily built of hardwood; well finished, 
in natural or colors. Folds flat. Stacks flat. Comes singly or in sections. 
Extra profits in sizeable sales for group use. Good chair for rental purpose. 


PEERLESS 
coTS 


Tucker's Peerless Cots—As many as 10,000 cots sold in a week. A con- 
sistent, dependable seller. Constructed with the same Tucker features that 
have made the Peerless line so popular. 





These cots have long been favorites with sportsmen, campers and tourists. 
Well-built, wood frame canvas cot. Sets up rigidly, and stands firmly. Folds 
fast and easily into small compact bundle. COT PADS sell easily and 
bring extra profits. Cots and pads fully described in our new 1939 catalog. 


LAWN FURNITURE 


Cash in on the increased demand for 
outdoor furniture. Tucker's colorful 
Deck chairs, and lawn furniture sell 
fast. Here is a better value in folding 
furniture that you can feature as a 
ieader for more profits, and extra sales 


New 1939 CATALOG FREE. Write for 
our new catalog, with our complete 
line. Get details on our new FISH-N- 
FLOAT, BACK REST, TENTS, and 
JUVENILE FURNITURE. Address Dept. 
01. 





TUCKER 


DUCK AND RUBBER COMPANY 
Dept. D-1 Fort Smith, Arkansas 















GIBSON ELECTRIC REFRIGERATOR CORP. 
APPOINTS RANGE SALES SPECIALIST 


F. E. Basler, general sales|the Pantlind Hotel, Grand 
manager of the Gibson Electric | Rapids, Mich. 
Refrigerator Corp., Greenville,| Mr. Lippert was formerly with 
the Norse range division of 
| the Borg-Warner Corp., Detroit. 
|where he handled promotional! 
work in Texas, Arizona, Nevada. 
and California. He was also at 
| previous times connected with 
| the New York Edison Co., New 
| York City, the Estate Stove Co., 
| Hamilton, Ohio, and with the 
| A. J. Lindeman & Hoverson Co.. 





F. E. BASLER 


Mich., has announced the ap- 
pointment of Harry W. Lippert 
as range sales specialist to work 
nationally in explaining and pro- 
moting the company’s new elec- 








E. F. EDSALL 


of Milwaukee, Wis. For the lat- 
ter firm he was Pacific Coast 
and western sales representative 
for 12 years. 

Other new Gibson appoint- 
ments are: Al D. Vining, newly 
made assistant to the sales man- 
ager. He succeeds E. F. Edsall 
who becomes mid-western di- 
visional sales manager with head- 
quarters in Chicago. 


POT AND KETTLE NEWS 
On Tuesday, Dec. 6, the San 





ol 











Francisco Pot and Kettle Club 
held an election of officers for th: 
tric range line. This line was| purpose of retiring the officers a! 
announced at Gibson’s distrib-| the end of the fiscal year, July 


Y HARRY W. LIPPERT 


utor convention, Dec. 5 and 6, at | 31, 1939. This date will coincide 


with the Associated Pot and 
Kettle Clubs of America conven 
tion and will allow the presen!‘ 
officers to be in office through 
this convention. Earl M. Robit 
scher was retained as president. 
Bruno Kaufner was elected first 
vice-president, W. H. Spaulding, 
second vice-president, and Frank 
Overbeck, third vice-president 
George L’Amoreaux was retained 
as corresponding secretary and 
L. W. Sauer was elected record 
ing secretary. Dave Bartelme was 
retained as treasurer. The board 
of directors consists of H. § 
Baker, R. L. Harnkness, J. Sloss. 
Jr.. Svdney Zobel. A. R. Niselv. 
Phil Seagrave, Fred Sanford, Has 
Weber, W. A. Trachsel and A. R. 
A. D. VINING Auger. 
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ANCHOR STOVE ANNOUNCES 
1939 SALES PROGRAM 












ALIST New sales and advertising 
Geena plans for 1939 on Anchor Kol- 
stokers were disclosed at the an- 
ly with nual sales conference of the 
ion of 
Detroit. 
notional 
Nevada. 
also at 
d with 
»., New 
we Co., 
ith the 
on Co.. 
| 
| 
SAMUEL F. BAKER 
Anchor Stove & Range Co., New 
Albany, Ind., at a three-day con- 
ference, Dec. 1 to 3, attended by 
all company regional sales repre- 
sentatives and branch managers. 
In describing the meeting, 
Samuel F. Baker, general man- 
ager, commented: “Officials of 
our company and members of the 
he lat- sales staff feel decidedly optimis- 
Coast tic over the outlook for stoker | 
ntative business in 1939. Based on the 
very successful showing of the | 
ppoint. Anchor organization during 1938 | 
newly (which was far above the general | 
seid sales averages for the industry 
Edsall during the year), and on the 
mn di- bright prospects for 1939, we 
: head- have determined on strong ex- 
pansion of our national advertis- 
ing and other dealer support dur- 
ing 1939. Effective new sales 
WS helps and advertising ammunition 
e San will be provided so as to give 
- Club constant advertising and sales 
for the support to our dealer and dis- 
pers al tributor organization throughout 
, July the year. In addition, Anchor’s 
incide manufacturing facilities are be- 
t and ing expanded and our engineer- 
onven- ing and production staffs have 
resen! been strengthened through the 
rough addition of several experienced 
Robit stoker men.” 
sident. Features of the three-day con- 
d first ference were interesting talks by 
ilding, prominent visitors. These includ- 
Frank ed an address on the future stokers 
sident have in the increasing home 
tained building and modernization ac- | 
y and tivity, H. S. Davidson, Better | 
ecord Home & Gardens; a talk on the 
1€ was sale of stokers in foreign markets | 
board by Gerald Mahoney, export man- 
H. s ager for Anchor; and discussions 
Sloss. of new developments in stoker | 
Nisely. control construction and service | 
d, Has by officials of Minneapolis Honey- 
A. R. Wells Co. and the Prefex Corp. 
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Mr. Baker presented an outline 
of the stoker sales picture for 
1939 and of Anchor’s new sales 
and production programs. Several 


| private meetings were conducted 


by C. M. Lewis, director of sales, 
in discussing new sales plans and 
new cooperative policies with 
dealers and distributors. New 
mechanical advancements _ that 
were being incorporated in the 
fi:m’s 1939 stoker line were 
demonstrated. 


SERVICE AWARDS AND 
TURKEYS FEATURES OF 
P&L PARTY 


Employees and _ officials of 
Pratt & Lambert, Inc., assembled 


| Friday afternoon, Dec. 23, in 
| Buffalo, Chicago and New York 
| for their annual Christmas party. 
| In keeping with a custom estab- 


lished many years ago, the com- 
pany presented a turkey to each 
employee. 

Employees of the Fort Erie 
(Ontario) plant joined those 
gathered in the company’s ad- 
ministration building, Buffalo. 
Watches for 20 years’ service 


| were presented to Mrs. Ruth 
| Hoffman, Buffalo office, and 
| William C. Kritz, Buffalo plant. 


For 10 years’ service, bar pins 
were awarded to Mrs. Eva Click, 
Miss Julia Hartman, Mrs. Ger- 
trude Riley, Miss Helen Scully, 


| Buffalo; Miss Helen Krumm, 


New York. 
Cuff links, awards for 10 years’ 


| service, were presented to Albert 


F. Brautigan, Walter Capell, 


| Fred Flake, Martin P. McGee, 


Joseph Silloway, George A. Stroh, 
Buffalo; James V. DeNardo, Chi- 
cago. 

Harold E. Webster, president 
of the company, made _ the 
presentation of awards, following 
a brief address concerning com- 
pany matters and business con- 
ditions. He expressed the man- 
agement’s appreciation for the 
loyalty and fine spirit of cooper- 
ation manifested throughout the 
organization. 


TRADE AGREEMENTS 
NOW IN BOOKLET 


The complete official text and 
duty rates of the United King- 
dom and Canadian Reciprocal! 
Trade Agreements have been pre- 
pared in convenient booklet form 
in the pocket-size December is- 
sue of the “American Import & 
Export Bulletin.” 

Copies can be obtained by 
sending $1.00 for each copy to 
the publishers—American Import 


| & Export Bulletin, 420 Lexington 





Ave., New York, N. Y. 





INDESTRG 


¥ Gives Yors Meany 


OPEN END AND 
BOX WRENCHES... YOUR 
GENERAL TODL LINE 






FINEST CHROMEVANADIUM PRECISION MADE 
STEEL GIVES/NQESTRO ACCURATE FOR SIZE 
TOOLS LONG LIFE EXTRA 





or, zg gO. Que i/ L 





es TESTER | FOR 


UNIFORMITY OF 


PROOUCT & STRENTTH 


S| wes 


DESIGNED BY MECHANICS 
FOR MECHANICS COMPLETE @ 


RANGE OF SIZES 


Feature these wrenches. 
It’s a sure way to increase 
your profits, Write for 
full details of this oppor- 
tunity. 


a) ATTA 


— 


ESTRO TOOLS 
TEL LESS 







Join the ranks of 
enthusiastic Indestro 
dealers and you'll get 
a new idea of how 
profitable your hand 
tool department can 
be. Here’s 22 years’ 
experience in making 
fine tools which have 
created high quality 
tools, well made. At- 
tractively finished. 
creating sales appeal 
to every man who 
handles tools. 


INDESTRO 
MFG. CORP. 


2665 N. KILDARE AVE. 
CHICAGO, ILL. 






























































ALSPEED 


ELECTRIC SAFETY RAZOR 





Attractive 8-color displays free with 
your orders. Also window streamers 
and eaeee help you make steady 
| profits 











80 times as fast... 





»..CASCO Dd 


ELECTRIC SAFETY RAZOR . 


gives you maximum value for your 1939 aa 
Get a sample from your jobber and satisfy 
yourself on your own beard. Daily testi- 


monials from 
CASCO users 
say they have 
finally found 
the one new 
method that 
banishes the 
task of shaving. 


| And for women 
i —long hair is 


quickly and eas- 
ily removed. At 
last—one razor 
that really does 
two jobs well. 
Start selling this 
new and differ- 
ent razor at 
once. 


CASCO PRODUCTS CORP., Bridgeport, Conn. 














| NEWHALL HAS CHARGE 
OF GOODRICH SALES 


| 
Arthur B. Newhall of Water- 
| town, Mass., has been elected 
| executive vice-president in full 
jc harge of all production and sales 
| of The B. F. Goodrich Company, 
Akron, Ohio, it was announced 
| following a special meeting of 
| the board of directors. He also 
was appointed a member of the 
executive committee. 


This action follows the election 
| of Mr. Newhall to the board of 
| directors in October at which 
| time he was named a vice-presi- 
| dent of the company. Mr. New- 

hall is president and a director 
| of the Hood Rubber Company at 

Watertown, a wholly-owned cub- 
| sidiary of the Goodrich company. 


His first job was a director of 
| mechanical arts and drawing at 
Lynn High School, and later he 
| taught the same subjects at Went- 
worth Institute in Boston. En- 
| tering the purchasing department 
of the Hood Company in 1917, he 
became successively purchasing 
agent, office manager, merchan- 
dise manager, branch auditor, tire 
| department manager, general 
manager and was executive vice- 
president of the company when it 
| was acquired by Goodrich in 
1929. 

Mr. Newhall is a director of 
the Second National Bank of 
| Boston, the Sanborn Instrument 
Company, Cambridge, Mass., 
| the Rubber Manufacturers’ As- 
| sociation. A trustee of Tufts 

College and of the Belmont Sav- 
| ings Bank of Belmont, Mass., he 
| is also a director and member of 





| 
| 
| 


and | 


the executive committee of thr 
Associated Industries of Massa 
chusetts, and is president ani 
chairman of the investinent com 
mittee of the Arrow Mutual Lia 
bility Insurance Company o/! 
Watertown. 


RECOMMENDATIONS FOR 
GRINDING WHEELS 


The standing committee in 
charge of Simplified Practice 
Recommendation R45, Grinding 
Wheels, has approved a revision 
of the recommendation, and the 
Division of Simplified Practice 
of the National Bureau of 
Standards has mailed copies to 
all interests for consideration 
and approval. This simplified 
schedule lists the recommended 
sizes of each of the nine stand- 
ard types of grinding wheels. 
The items listed are representa- 
tive of practically all grinding 
wheels used on the standard 
makes of grinding machines. The 
recommendation is designed to 
simplify the stocking of wheels 
and to enable the users to ac- 
curately order stock items. This 
fourth revision brings the recom- 
mendation into line with present 
day requirements; eliminating 
some varieties which have fallen 
into disuse since the edition of 
1932, and adding others which 
have lately come into demand. 

Mimeographed copies of the 
proposed revision may be ob- 
tained from the Division of 
Simplified Practice, National 
Bureau of Standards, Washing- 


| ton, nm. <. 


|APATHY OF MERCHANTS SAID TO SPUR 


(Washington Bureau 
of HARDWARE AGE) 

' 

Among the factors increasing 
the spread of the consumer co- 
operatives but which could be 
overcome by business men, ac- 
cording to Dr. Wilford L. White, 
chief of the Commerce Depart- 
ment’s Marketing Research Divi- 
sion, are the slowness of retailers 
to appreciate the consumer point 
of view, their reluctance to take 
consumers into their confidence, 
| and their failure to apply gen- 
eral trends to their own business 
activities. 

In a brief outline of other 
developments to which he. at- 
tributes the growth of coopera- 
tives, Doctor White points out 
that while present sales figures 
of cooperatives are not impres- 
| sive, the progress being made by 
the movement is not generally 
appreciated by most business 
men. Latest figures cited by the 





GROWTH OF CONSUMER COOPERATIVES 


marketing research head show 
that consumer cooperative sales 
are less than one-half of 1 per 
cent of the total of retail sales. 

“It is significant,” Doctor 
White says, “that these sales 
are progressively mounting and 
that the movement is being ex- 
tended to an increasing number 
of lines. There are in the United 
States today more than 26,000 
cooperative and mutual associa- 
tions of consumers which cover 
such fields as housing, insurance 
credit and savings, telephone and 
retail distribution, but not includ- 
ing numerous buying and selling 
organizations operated by farm- 
Noteworthy developments of 


ers. 
recent years in the consumer co- 
operative field have been the 


gradual spread of filling stations 
operated on this basis and the 
organization by retail cooperative 
units of an increasing number of 
wholesale cooperatives.” 


HARDWARE AGE 
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UNIVERSAL COOLER MAKES 
DISTRICT APPOINTMENTS 


The - following appointments 
and assignments of divisional 
managers for the Universal 
Cooler Corp., Detzoit, Mich., 





W. H. DENNISON 


were announced by W. H. Den- 


nison, domestic sales manager: | 
Mr. Van Stewart has been ap- | 


pointed eastern divisional man- 
ager with headquarters in New 
York City. He was formerly con- 
nected with the Norge Corp. 

J. E. Brennan has been trans- 
fe:red from the eastern division 
and has been made divisional 
manager for the midwest states 
with headquarters in Cleveland. 
B. E. Densmore has been ap- 
pointed southern divisional man- 
ager with headquarters in Jack- 
sonville, Fla. He was formerly 
with the Norge Corp. Warren 
Brennan has been made divi- 
sional manager for Michigan and 
part of Ohio with headquarters 
in Detroit. 

J. A. Dennison has been ap- 
pointed divisional manager for 
the southwestern states with 
headquarters in St. Louis, Mo. 
P. W. Blew has been appointed 
divisional manager for the mid- 
west states with headquarters at 
Universal Cooler’s new Chicago 
display room, and office, space 
520, American Furniture Mart. 
Lloyd Sutton has been appointed 
divisional manager for the West 
Coast with headquarters at the 
Furniture Mart in San Francisco. 


HUNTING WINDOW DISPLAY 
CONTEST WINNERS 


Rex Allen, display expert of 
Ike Martin’s Sporting Goods 
Store, 406 College St., Spring- 
field, Mo., was awarded first 
prize in the National Hunting | 
Window Display Contest spon- | 
sored by The Sporting Goods 
Dealer, the monthly trade maga- 
zine, 

T. Jimmy Poitras of Morley | 
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| Bros., Saginaw, Mich., captured 
| second prize with a striking up- 
| land game display. Mr. Poitras 
also had the added distinction of 
having two other entirely differ- 
| ent displays awarded Honorable 
| Mention in the contest. 

George J. Loquvam and Robert 
| Gonyou of the Jensen Byrd Com 

pany, Spokane, Wash., placed 

| thizd with a realistic replica of 
the inside of a log cabin hunting 
lodge. 

The following stores and their 
| displaymen finished in runner-up 
| positions: E. N. Sandifer. Tenk 
| Hardware Company, Quincy, IIl.; 

H. O. Fitzsimmons, Armstrong 
| Clothing Company, Cedar Rapids 
Iowa; I. C. Gernert, M. S. Young 
& Company, Allentown, Pa.; Na- 
than Blei, Triangle Store, 182 
Flatbush Ave., Brooklyn, N. Y.., 
and the Famous Barr Company, 
St. Louis, Mo. 


PAUL RUNYAN DESIGNS 
NEW HORTON GOLF CLUBS 


Paul Runyan, national P.G.A. 
champion and holder of numer- 
| ous other golf titles, has recently 
| been retained as consultant and 
designer by The Horton Mfg. Co., 
| Bristol, Conn. The company has 
announced a new line of Paul 
Runyan woods and irons, built by 
Bristol. 


HARDWARE MAN OBSERVES 
FIFTIETH ANNIVERSARY 
Eugene Smith recently cele- 

brated his fiftieth anniversary as 

| traveling salesman for the Blish, 

Mize & Silliman Hardware Co., 

| Atchison, Kan. Mr. Smith 

| started work with the company 
jin 1883 when he was fifteen 

j years old and began traveling 

for the concern in his early 

twenties. 


500 ATTEND TRAVELERS 
ASSN. PARTY 


More than 500 attended the 
first annual entertainment and 
dance given by The Hazdware 
and Allied Travelers Association, 
recently, at the Robert ‘Treat 
Hotel, Newark, New Jersey. The 
assemblage included wholesalers, 
manufacturers, their salesmen and 
ladies. The entertainment and 
music was provided by the WOR 
Artists Bureau. 

Officers of the association are: 
president, Philip E. Strassburger ; 
vice-president, Nathan Wurtzel; 
recording secretary, Harry M. 
Jacobson; financial secretary, Leo 
Levine; and _ treasurer, Louis 
Goldman. On the entertainment 
committee were Harry Weiss, 
chairman, Harry M. Jacobson, 


| Isadore W. Leib, Joseph Ruben- 


stein, and Herbert Shapiro. 





No. 3533 DEAD LOCK 
It Stops ’°em DEAD 





The No. 3533 sells on sight! Every cus- 


tomer who examines the impregnable con- 
struction of this EAGLE DEAD LOCK in- 
stantly sees its husky holding qualities. 
When locked, it is bolted for keeps. You 
sell security when you sell EAGLE No. 
3533 DEAD LOCKS. ° 


The EAGLE Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door Sets Cabinet Locks 


Wood Screws 
Stove Bolts 
Machine Screws 


EAcLe {Bc fice CO. 


26 Warren Street -- New York 


Branch Offices: 
521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. 
Works at Terryville, Conn. 


Chicago, Ill. Boston, Mass. 
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GRIFFIN 


"Since 1899" 





In practically any application calling for 
butt hinges you will find the item you 
need in the Griffin line. Griffin Hinges 
are offered in a variety of types, sizes and 
finishes that meet requirements of resi- 
dential and commercial buildings. Cata- 
log sent on request. 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 


4 








| AGENTS: 


NEW YORK: 45 Warren St. BOSTON: 100 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 




































TENNESSEE COAL, IRON 
PROMOTES KINNEY 


The Tennessee Coal, Iron and 


Railroad Co., Birmingham, Ala., | 
has promoted Irvin C. Kinney to | 





IRVIN C. KINNEY 


the position of assistant manager 
of sales of the company’s sheet 
and wire products division. Mr. 
Kinney, who has been advertis- 
ing manager of the company 
since November, 1937, assumed 
his new duties Jan. 1. 

His business career started 
with the Stockham Pipe and Fit- 
tings Co. for which he served as 
southern sales representative. 
Later he joined the Moore-Hand- 
ley Hardware Co. in which he 
held various positions of respon- 
sibility over a period of 15 years, 
mostly in that firm’s sales depart- 
ment. In 1928, Moore-Handley 
transferred Mr. Kinney to Tusca- 
loosa, Ala., to open and manage 
a wholesale and retail branch. 
He spent eight years there and 
obtained broad experience in 
wholesale and retail hardware 
store management and in the 
merchandising and sale of hard- 
ware and kindred lines. 

Mr. Kinney returned to Bir- 
mingham in 1936 to become man- 
ager of Moore-Handley’s sales 
promotion and merchandising de- 
partment. He joined T.C.I. in 
April, 1937, as assistant advertis- 
ing manager and in November of 
that year was promoted to ad- 
vertising manager. 


RADOS WITH KELVINATOR 
SALESMEN’S INSTITUTE 


C. William Rados, who has de- 
veloped and directed sales train- 
ing programs for many large 
companies, has assumed the 
duties of manager of the Na- 
tional Salesmen’s Institute, estab- 
lished by the Kelvinator Division, 
Nash-Kelvinator Corp., Detroit, 


| Mich. Formerly a business writer 
|and editor, Mr. Rados launched 
his career as a teacher of sales- 
men in 1929. 

Miles H. Ditmer, Thomas L. 
Craig and Ronald A. Demmer, 
' all with wide and varied experi- 
| ence in sales training activities, 
have been appointed field repre 
sentatives. Mr. Ditmer will make 





|his headquarters in the Kel 


vinator executive offices in De 


| troit, while Messrs. Craig and 


Demmer will have their offices in 


| Chicago and New York respe: 
| tively. 


The Kelvinator National Sale- 
men’s Institute is a “school and 


college for salesmen,” offering 


| training courses that are more 
| complete than any the company 


| Institute’s 
| pared jointly 


has developed in the past. The 
course will be pre 
by its staff and 
leading retail Kelvinator appli- 
nce salesmen. Headquarters have 
been set up at the company’s ex 
ecutive offices. 


ASSISTANT SALES VICE-P. 
AMERICAN STEEL & WIRE 


Harry M. Francis has been ap- 
pointed assistant vice-president of 
sales of the American Steel & 
Wire Co., Cleveland, Ohio, sub 
sidiary of the United State- 
Steel Corp. 

Mr. Francis has been asso 
ciated with the wire company 
for 23 years, having entered its 
employ as a messenger in the 
New York office in 1915 and 
later becoming a salesman. After 
serving as assistant manager of 
sales at the Philadelphia office 
of the company, Mr. Francis re- 
turned to New York in 1925, and 
in 1927 was transferred to the 
Boston office as manager of the 
manufacturers’ trade department. 
In 1934 he became New Eng- 
land district manager of sales. 
which position he retained until 
being transferred to the main of 
fice in Cleveland as assistant 
general manager of sales. 








HARRY M. FRANCIS 
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OBITUARIES 





EDWARD F. YARNELLE 


Edward F. Yarnelle, 88, form- 
er president and later chairman 
of the board of directors of the 
Mossman-Yarnelle Co., Fort 
Wayne, Ind., and president, in 
1918, of the American Iron, Steel 
& Heavy Hardware Association, 
passed away Dec. 27, at his home 
in Fort Wayne. He had retired 
from business eight years ago and 
was an invalid for the last five 
years. In 1878 he entered the em- 
ploy of the old heavy hardware 
firm of Coombs & Co. Later he 
became a partner in the firm of 
Alderman & /Yarnelle, 


hardware. In 1882 he became 


president of the newly-organized | 


Mossman-Yarnelle Co., a position 
he retained until 1919 when the 
company was reorganized at 
which time he became chairman 
of the board. 

Mr. Yarnelle was also formerly 
president, Fort Wayne Rolling 
Mills Co., vice president, Sher- 
man-White & Co., vice president 
and director, First National Bank, 
vice president and director of the 
Citizens Trust Co. and vice presi- 
dent of the W. E. Doud Building 
Corp. He was also a former 
member of the Fort Wayne board 
of park commissioners. Two sons, 
a daughter, a brother and a 
sister survive. 


WILLIAM F. ROBERTSON 


William FF. Robersson, 77, 
president of H. L. Brown Fence 
& Mfg. Co., Cincinnati, Ohio, 
and president of the Tower Mfg. 
Co.. Madison, Ind., passed away 
at his home in Cincinnati on Dec. 
20. He was also president and 
founder of the W. F. Robertson 
Steel & Iron Co., Cincinnati. He 
was widely known in the steel 
and wire business and had always 
been active in civic and business 
organizations. He was a founder 
of the Cincinnati Manufacturers 
Club. 

Mrs. Robertson and a son, Mer- 
lin, survive. 


J. F. VOGELSANGER 


John F. Vogelsanger. 80, for 50 
years a hardware dealer in Cape 
Girardeau, Mo., passed away re- 
cently following an attack of 
pneumonia. He had been active 
in business until his illness. In the 
early days of his hazdware career 
he had been employed by vari- 
hardware dealers. In 1895 
he entered business for himself. In 
recent months he had been dis- 
posing of his stock with a view 
retiring. He was active in 
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civic affairs, had been a member | 
of the old City Council, and was 


instrumental in the organization | 


of the first electric light company | 


and the first telephone exchange | 
in Cape Girardeau. A son and | 


four daughters are among his | 


| survivors. 


| Margulis is 


J. F. SHAW 
J. F. Shaw, southwestern rep- | 
resentative for Ox Fibre Brush | 
Co., New York City, passed away | 
recently. Mr. Shaw had recently 
been transferred from the south- 


hove | west, with headquarters at Dal- 
|las, Tex., to Michigan. 


Shortly | 
after his transfer he attended a 
football game at which he con- 
tracted a cold which later devel- 
oped into a throat infection to 
which he succumbed. Mr. Shaw 
was a member of the Texas Hard- | 
ware Boosters and was well-known 
and well-liked in the different 
territories he had covered for his 
company. He is survived by his 
wife. 


MAX MARGULIS 

Max Margulis, 62, for 20 
years head of the Reliable Metal | 
Novelty Co., 13 W. 26th St., New | 
York City, bathroom fixture man- | 
ufacturers, passed away Dec. 26 | 
at a hospital in New York City. 
Prior to his affiliation with Re- | 
liable Metal Novelty Co., he had | 
been associated with the former | 
Superior Brass Novelty Co., New 
York City, for ten years. Mr. 
survived by Mrs. 
Margulis, a son, Eugene, associ- 
ated with the Reliable Metal 
Novelty Co., another son and a 


| daughter. 


MRS. CHARLES N. COLT 


Mrs. Charles N. Colt, for many | 
years bookkeeper in the Colt | 
Hardware Store, 7187 W. Grand 
Ave., Oak Pazk, IIl., passed away | 
recently at the age of 63. She | 
had been active in the Colt store | 
since 1903 the year in which | 
she and Mr. Colt wete married. | 
Mrs. Colt is survived by Charles | 
N. Colt, a brother and a sister. 


JULIUS CREISSEN 


Julius Creissen, president, Creis- 
sen Hardwave Co., St. Louis, Mo., | 
passed away recently at the age | 
of 77, following a heart attack. 
Mr. Creissen founded the busi- | 
ness in 1906 in the location it 
now occupies at 3125 Lafayette 
Ave. He is survived by a son, 
Eugene J. Creissen, a daughter 
and a sister. 














Dealers — 


Find Oat about “Chicago Lock’s”’ 


NEW WAY TO 
SELL PADLOCKS 





It’s Selling Padlocks Like 
Nothing Ever Has Before 





Below—Cut Open 


View Model No. 741 
Actual Size 


Model No. 740, Size Smaller 
Model No. 742, Size Larger 














because it gives Dealers 
new and different “‘Sell- 
ing Ammunition” that At- 
tracts, 


Clinches Sales On Sight! 


Intrigues and 


Chicago Lock Co. — was 
FIRST —to give dealers 
a popular-priced QUAL- 
ITY Line of Padlocks— 
with 11 CRISS-CROSS 
TUMBLERS —and with 
EVERY lock Locking 
BOTH SIDES of Shackle 
... NOW... “Chicago” 
offers you a NEW WAY 
to SELL PADLOCKS. 
It’s sound, practical. It’s 
Different—and Man, how 
it WORKS! Available to 
Dealers through Qualified 
Jobbers ONLY. Ask your 
jobber about it—or—write 
us TODAY. 


3 BIG PRICE LEADERS 


(254) (G0) (75 












“TWICE the Security-HALF the Cost’ 
ALL CHICAGO PADLOCKS 
Lock BOTH SIDES of SHACKLE 








NEW 25c. RETAILER 
— an UNBEATABLE Value 


Locks BOTH SIDES of Shackle. 
5 TUMBLERS. 
Better built— 
inside and out— 
than many locks 
much higher 
priced. Hand- 
some rust-proof 
white metal 
case. An UN- 
BEATABLE 25¢ 
Price Leader. 
Revolutionizing 
padlock sales 
for dealers 
everywhere... 
Investigate en- 





2 MILLED 
KEYS WITH 











tire Chicago 
line. Ask your 
jobber — or — 
write us. 
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CHICAGO, ILL 
MADE IN USA 


i 


Cut Open View Model 
725 Actual Size—Note 2- 
Way Locking 


CHICAGO LOCK CO. 


2024 N. Racine Ave., Dept. 11, Chicago, Ill. 
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MODERN KITCHEN BUREAU OUTLINES 
FIVE-POINT PROGRAM FOR 1939 


The 1939 program of The 
Modern Kitchen Bureau, 420 
Lexington Ave., New York City, 
as outlined in its 1939 Plan Book 
will embrace five activities; a 
year-round all-electric — kitchen 
program, and campaigns for the 
electric range, electric water- 
heater, electric refrigerator and 
electric roaster. 

Theme of the range campaign 
will be “Guess Again—Electric 
Cooking Costs One-Half as Much 
as You Think.” Supporting it 
will be a series of full-page two- 
color advertisements. The cam- 
paign, which will be national in 
scope, will emphasize the low 
cost of electric cooking and fea- 
ture its many advantages, with 
specific reference to the advan- 
tages of flameless cooking. A 
complete plan book giving details 
of this campaign and full infor- 
mation on methods of conduct- 
ing local promotions to tie in 
with it, will be ready for distri- 
bution early in January. 

Tie-in material which will be 
available for local use will in- 
clude window banners, counter 
cards, posters reproducing the 
national advertisements, direct 
mail folders, stickers for use on 
letterheads, bills or other direct 
mail material, tie-in newspaper 
advertisements, radio spot an- 
nouncements, a special series of 
five-minute radio talks for home 
service programs, special designs 
for use on billboards, and a sales 
training booklet for retail sales- 
men. 

The Bureau’s electric water 
heater campaign for 1939 will 


G-E BUILDS AT 


offer $3,000 in various cash 
prizes to utilities and to utility 
and dealer representatives. A 
prize of $1,000 will go to the 
utility doing the best all-round 
job of water heater promotion 


during the year. There will also | 
be special contests and prizes for 


local newspaper campaigns, win- 
dow displays, and for letters from 
retail salesmen on “How I Sell 
Electric Water Heaters” and a 
special contest for utility execu- 
tives and engineers. 

Promotional materials for use 
in local water heater promotions 
will include window _ banners, 
newspaper advertisements, radio 
spot announcements, and a spe- 
cial booklet for use with pros- 
pects and for training salesmen. 
A large visual manual for use in 
telling the general story of the 
advantages of the electric water 
heater will also be available. This 
is so arranged that the product 
story for any particular make of 
water heater can be easily added. 

A newcomer in the Modern 
Kitchen Bureau program is the 
electric roaster. The backbone of 
the roaster campaign will be a 
series of national advertisements, 
running throughout the year. 
These are designed to turn pros- 
pects into buyers during the peak 
sales period. 

Materials to be provided by 
the Bureau for the roaster cam- 
paign will include direct mai! 
folders, window banners, counte 
cards, tie-in newspaper advertise- 
ments, radio spot announcements, 
special radio scripts for the use 


WORLD'S FAIR 





Rapidly taking form in the shadow of the New York W orld’s Fair 
theme center is General Electric’s exhibit building which will 
house in one of its three sections the high-voltage electrical equip- 
ment for generating and discharging 10,000,000 volts of artificial 
lightning. In the other two sections visitors will see the famous 
G-E “House of Magic,” and a large display of the company’s 
products. The structure occupies a 68,339-square-foot plot on the 
avenue leading from the theme center to the amusement area. 
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of home service workers, posters | 
and a sales training booklet. 

The refrigeration campaign, as | 
last year, will offer a_ broad | 
series of tested selling ideas and 
promotional materials. The all- 
electric kitchen campaign will 


in “ensemble” selling. 


The Modern Kitchen Bureau, 
120 Lexington Avenue, New 
York, N. Y. Utilities and appli- 
ance dealers are urged to make 
preparations now to include one 
or more of these important pro- 
grams in their 1939 budgets. 


MANUFACTURERS AGENCY 
FORMED AT DALLAS 


The Hafer Co. has been or- 
ganized as a firm of manufac- 
turers’ representative at 707 
South Ervay St., Dallas, Tex., to 
cover Oklahoma, Louisiana, Ar- 
kansas, and Texas. The company 
is employing salesmen in the 
principal centers of that territory. 
The lines it will represent in- 
clude hardware, electrical and 
automotive. 

Tom Hafer heads the company. 
He is well known throughout the 
entire Southwest to the automo- 
tive and hardware trades. For a 
time he ran his distributing com- 
pany and afte: that had the sales 
agency for several outstanding 
products. 

Grady Millican will contact the 
Dallas, Fort Worth and vicinity 
trade. He was formerly automo- 
tive buyer for Moore Bros. in 
Dallas. Also associated with the 
company is Jack Helliwell, well 
known to the wholesale hardware, 
electrical and automotive trade 
and also the specialty retailers 
throughout the entire country, 
but particularly in the Southwest. 
For many years he was associated 
with the Atwater Kent Mfg. Co. 
as divisional sales manager and 
more recently as divisional sales 
manager of the Gibson Electric 
Refrigerator Corp. 


HARDWARE SQUARE CLUB 
PLANS SHORE DINNER 


Plans are going forward for 
the annual shore dinner of the 
Hardware Square Club which will 
be held May 4 at the Hotel As- 
tor. To date more than 300 

| reservations have been received. 

Ralph S. Allen, 48 West Broad- 
| way, New York City, is chairman 
of the committee on arrange- 
ments. 


have a wide variety of promo- | 
tional and advertising materials | 
for utilities and dealers interested | 


Details as to any of these pro- | 
grams will be found in the Plan | 
Book, which may be obtained | 
after the first of the year from | 


WINS DALE CARNEGIE 
SALESMANSHIP AWARD 


R. O. Lippens, manager of the 


| Brown Lynch Scott Hardware at 


| Burlington, Iowa, won the na- 
| tional award of $100 in the re- 





R. 0. LIPPENS 


cent salesmanship contest spon- 
sored by Devoe & Raynolds, Inc., 
New York City. The contest, 
conducted on a nation-wide scale 
and open to all employees of 
Devoe dealers, was decided on 
the basis of a 200-word descrip- 
tion of a sale made by each en- 
trant. Dale Carnegie, well-known 
authority on salesmanship and 
author of “How To Win Friends 
and Influence People,” acted as 
sole judge. 

In addition to the principal 
award, checks for $10 were sent 
to runners-up and copies of Mr. 
Carnegie’s book went to all “hon- 
orable mentions.” 


WOOSTER BRUSH CO. EN- 
TERTAINS EMPLOYEES 


The Wooster Brush Company, 
Wooster, Ohio, entertained all 
employees and their families at 
the company’s annual Christmas 
party Friday evening. Dec. 16, 
at Weitzel’s Hall. Mr. and Mrs. 
Henry Lee of China were the 
guests of honor. Mr. Lee, native 
Chinese bristle expert of The 
Wooster Brush Company, gave a 
very interesting account of their 
experiences, including the bomb- 
ing of their home. Other enter 
tainment consisted of movies. 
Bingo, card playing and danc- 
ing. Lunch was served to ap- 
proximately 150, bringing to a 
close another of the company’s 
enjoyable parties. 


MIAMI HARDWARE STORE 
CHANGES HANDS 
The Bailey Hardware Co., 724 
N. W. 62nd St., Miami, Fila.. 
is under new ownership and is 
now known as the Biscayne 
Hardware Co. 
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This new Creek Chub true-to-nature creation—settles all arguments—as 
to the smartest fish getter—for Bass, Pike, Pickerel, Wall Eye and Muskie! 
It looks like a minnow—swims like a minnow—and its new long hair tail pro- 
duces the most like-like wiggle and movement-—not found in any other lure! 
Made in 8 popular colors. Featured this spring in powerful color and black 
and white advertisements in leading outdoor 
magazines with a combined circulation of 
almost two million readers! Be pre- 
pared for another Creek Chub year! 
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THOMPSON FAIR TRADE CONTRACTS 


ALSO COVER PRIVATE BRAND GOODS 


The Henry G. Thompson & 
Son Co., New Haven, Conn., has 
executed its first Fair Trade Con- 
tract in Minnesota and is now in| 
the process of executing such 
contracts in all other states hav- | 
ing fair trade laws. In each in- | 
stance full publicity will be given 
to each contracted state and in 
each of these states a wide list 
of retailers will be offered the 
contract arrangement. 

An important and unique fea- 
ture of the Thompson contract | 
is the inclusion under Fair Trade 
of all private-brand as well as 
factory brand hack saw blades 
made by this company. This is 
accomplished by the company’s 
policy not to make any unbrand- 
ed blades, and by the further 
Fair Trade Contract provision 
that any private brand blades 
made by this concern will also 
carry the Thompson-owned trade- 
mark “T” which with “Milford” 
and “Hygrade” are the com- 
pany’s factory brands. 

D. W. Northup, president of 
the company, points out that this 
contract form definitely closes the 
only loophole in Fair Trade Laws 
and removes one of the grave 
doubts held by retailers regard- 
ing the value of fair trade con- 
tracts. He says: “These doubts 
have arisen through the knowl- 
edge that private brand or un- 
branded merchandise constitute 
a substantial part of the sales of 
many manufacturers whose prod- 
ucts are distributed through 
hardware channels. Therefore, 
through the lack of resale re- 
strictions, the prebability has al- 
ways been present of a manu- 
facturer’s unbranded or private 
brand merchandise being put 
into unfair competition to the 
retailer, despite the fact that the 
manufacturer in good faith and 
with the best of intentions may 
have tried to prevent this form 





of competition, even to the ex- 
tent of making fair trade con- 
tracts on his factory-brand goods. | 
We believe it is unfair for the 
Thompsen company to sell the 
company-owned ‘Milford,’ ‘Hy- 
grade’ or ‘T’ brand hack saw 
blades subject to price mainte- 
nance provisions and at the same 
time manufacture and sell the 
same merchandise unbranded or 
under private brands _ without | 
also bringing these products un- 
der resale restrictions.” 

The clauses in the Thompson 
fair trade contract to which Mr. | 
Northup refers read as follows: 

“Thompson, for the protection 
of retailers from unfair compe- | 
tition, does not sell unbranded | 
hack saw blades, and all hack | 
saw blades manufactured — by 
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Thompson, including 
brands and special brands, are 
brand-marked with a mark or 
name owned by Thompson; and 

“Whereas, by reason of such 


marking, all hack saw blades | 


manufactured and _ sold _ by 


Thompson are and will be sub- | 


ject to this agreement and to 
the minimum resale prices here- 
in provided for.” 

Annexed to the Thompson 
Company Contract is the sched- 
ule of minimum prices which 
contains a statement giving the 
names of the 
brands now being manufactured 
by this company. It further 


states that if in the future any | 


additional factory-owned brands 
are marketed they will be incor- 
porated in a revised schedule of 


minimum prices and sent to all | 


retailers who have signed their 
Fair Trade Contracts so that 
these retailers will at all times 


be informed of all brands man.- | 
ufactured by the company which 


are subject to its contract. 
Before establishing the quanti- 
ties at which price differentials 
should be set the company made 
a national survey among a rep- 
resentative group of retailers in 
various states. As a result of 
this survey it was found that 


price differentials should be es- | 


tablished for 8 in., 10 in. and 12 


in which these lengths are man- 
ufactured. In both the standard 
tungsten alloy and the special al- 
loy high speed steel blade, it was 
found desirable to establish 
prices on single units of 1 to 11 
blades and in dozen lots of from 





private | 





factory - owned | 





| speak at a number of the state 


| retail hardware association con- 


| ventions on the subject of the 
Fair Trade Laws. The bringing 


merchandise under these laws 
will be a feature of his address. 


METROPOLITAN DEALERS 
PLAN JOINT MEETING 


At a meeting of delegates and 
officers of the associations affili- 
| ated with the Metropolitan Hard- 
ware Association, held at the Ho- 
tel Commodore, New York City, 
Jan. 3, it was decided to hold a 
joint meeting of the member as- 
sociations on March 23 at a place 
to be announced later. Members 
of the Brooklyn Hardware Asso- 
ciation, Hardware & Supply Deal- 
ers’ Association of Manhattan & 


Jersey Hardware & Supply Asso- | 


ciation will be invited to co- 
| operate. 
| S. H. Atkinson, president, 


| Metropolitan Hardware Associa- 
tion, presided at the meeting, at 
which time Anthony Herrmann, 
| chairman of the ticket committee 
of the Metropolitan Hardware 
Association Banquet, held Nov. 
15, 1938, reported on the affair. 
The matter of sidewalk displays 
in New York City was discussed 
and it was pointed out that such 
displays are generally prohibited 
only in districts where merchants 





| have sought and obtained ordi- | 
in. lengths in each type of blade | 


nances prohibiting such practices. 
It was further brought out that 
all sidewalk displays have now 
| been banned in New York City 

until after the closing of the 
| New York World’s Fair. 


of private brand and un-branded | 


Bronx Boroughs and of the North 








WINCHESTER NOW DIVISION 
OF WESTERN CARTRIDGE 


The Winchester Repeating 
Arms Company of New Haven. 
Conn., will operate after Jan. 1. 
as a division of Westezn Cart 
ridge Company of East Alton, Ill. 
according to announcement made 
by John M. Olin, executive vice 
president of both corporations. 

The present Winchester Re 
peating Arms Company, a Mary 
land corporation, will be dis 
solved, and its assets transferred 
to the Western Cartridge Com 
pany. At the same time, a new 
Winchester Repeating Arm- 
Company will be incorporated 
under the laws of Connecticut for 
the sole purpose of the retention 
of the corporate name of the old 
Winchester Company. 

“The Winchester corporation 
has been operating as a wholly 
owned subsidiary of the Western 
Cartridge Company for seven 
years,” Mr. Olin said. “The liqui- 
dation of the old Winchester cor 
poration will have no effect what 
ever on manufacturing and sales 
operations conducted at New 
Haven. The change in the corpo 
rate structure is being made 
solely for the purpose of simpli- 
fying our corporate and taxation 
procedure, and all operations car- 
ried on at New Haven will con 
tinue without change or inter 
ruption.” 


DATES OF NEW YORK 

HOUSEWARES SHOW 
The New York Houseware- 
Manufacturers’ Assn. will hold it- 
show, July 10 to 15, 1939, at the 

Hotel Astor, New York City. 








1 to 5 dozen. Hence the estab- | 


lishment by Thompson of this 


schedule of lengths and quanti- | 


ties for “Milford,” “Hygrade” 
and “T” brand blades. 

As all state fair trade laws 
provide exceptions in case of 
overstock, discontinuance of a 
line, etce., the Thompson fair 
trade contract contains the fol- 
lowing condition: 

“Retailer may sell said trade- 


marked commodities at less than | 
prices in such | 


the stipulated 
cases as are expressly permitted 


; by the Fair Trade Act of the 


State where such _ trade-marked 
commodities are to be sold, but 
the retailer agrees in each such 
case, at least 10 days before sell- 
ing or offering for sale said 
trade-marked commodities at less 
than the stipulated price. to of- 
fer in writing to sell said com- 
modities to Thompson at the 
original invoice price at which 
the retailer purchased said trade- 
marked commodities.” 

Mr. Northrup is scheduled to 


W. W. TOWNLEY 


Webster W. Townley, vice- 


DEMONSTRATES 


range convention at the Pantlind 


| president of the Townley Metal | Hotel, Grand Rapids, Mich., Dec. 
| & Hardware Co., Kansas City, | 5 and 6. They demonstrated the 
| Mo., distributor for the Gibson | deep fat frying of doughnuts in 


| Electric Refrigerator 


Corp.,|a deep well cooker, called by 


| Greenville, Mich., assists Mrs. | Gibson the Kookall Speed Kettle 
Finished doughnuts were served 
to the distributor audience in 
14% minutes. 


Wenonah McGhee, Consumers | 
Power Co. home economist at 
the company’s refrigerator and 














Webster W. Townley demonstrates the Kookall Speed Kettle 
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NOW you can make money 
Selling Electric Toasters! 


I you want to see toasters move over 


your counter, in volume, and at a real 


profit for 1939, see what Proctor has done. 


Now, for the first time, you can sell Proctor 


quality, the quality that people have always 


wanted, at prices people expect to pay, prices 
25% and 43% less than Proctor’s 1938 prices. 


260,000 TURN-O-MATIC TOASTERS 
SOLD IN ONE METROPOLITAN AREA 
—the biggest toaster order ever placed. 





PROCTOR DOUBLE AUTO- 
MATIC TOASTER -— Silent 
automatic. Bell signals when 
toast’s done. Effortless, no 
clock to wind. Current shuts 
off automatically, keeps toast 
warm till wanted. Makes Mel- 
ba toast. New low price $9.95. 


DEAL 1 Order 1 Double Au- 
tomatic, 3 Single Automatics, 
5 Turn-O-Matics—Get free one 
Turn-O- Matic plus counter 
display. 


DEAL 2 Order 6 Double 
Automatics — Get one Single 
Automatic Free. 


DEAL 3 Order 11 Single 


Automatics —Get one Single 
Automatic Free. 


DEAL 4 Order i1 Turn-O- 


Matics—Get one Turn-O- 
Matic Free. 

Display stand free with Deal 1. 
Counter literature free with every 
deal. Ourusual liberal discounts 
prevail. 


FREE 


Extra Toasters on 
4 Sensible Deals 





PROCTOR SINGLE AUTO- 
MATIC TOASTER — Toasts two 
slices, one side at a time. Bell sig- 
nals when toast is done. Keeps 
toast warm. Makes Melbatoast. Ful- 
ly automatic. New low price $3.95. 





PROCTOR TURN-O-MATIC— 
A finger’s touch opens both doors 
together. Same excellent workman- 
ship as Proctor Doubleand Single 
Automatics. New low price $2.95. 


Styled for Service 


“nw PROCTOR 


Line... for Volume in ’39 
Telephone, write or wire for full details. 
PROCTOR ELECTRIC COMPANY, 7th & Tabor Road, Phila., Pa. 

















































When you sell UNION HARDWARE Rink Roller Skates 
you can be sure of plenty of added profit. These rigid fast 
rolling skates, backed by a famous name in roller skate 
manufacturing, measure up to every profit-making require- 
ment. You will find them reasonably priced, quick-to-sell 
and—most important—completely dependable as to quality 
and performance. Here’s why: 


1. Double ball race self-contained steel rolls 

2. Extension feature—one skate for all sizes 

3. Straps protected by formed steel] loop which prevents 
cutting or pulling out 

4. U-shaped bar of steel insures additional] strength 

5. New Mirror-Bright Nickel] Finish 

6. All metal parts of finest cold-rolled stee] 


UNION HARDWARE Rink Roller Skates are made in four 
popular patterns: No. 130 and No. 140 for men; No. 130L 
and No. 140L for ladies. (Nos. 140 and 140L with specia) 
composition rolls.) Ask your jobber. He can supply you. 


Catalog No. 17 describes fully the 
complete line of UNION HARD. 
WARE Rink Roller Skates: also 
many other styles for sidewalk use 
Write for your copy 
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ADVANCES 


Fine India Hemp, Jute Twine. 
Steel Pipe Fitting. Grindstones. 


DECLINES 


Ist, 2nd, 3rd Quality Manila Rope. 
Fancy Manila Lariat, Yacht Ropes. 


PRICES REAFFIRMED 
Welded Chain. 


Manila 
fective Jan. 1 leading first-quality 
manila ropes, together with No. 2 


Rope _ Declines—Ef- 


brands, were reduced 2 cents per lb. 
The few sellers of a No. 3 quality 
are dropping 14% cents. 
Fancy manila lariat and yacht ropes 
are reduced 5 cents per th. 
rope, recently advanced, does not 
change at this time. In the twine 
field, distributors have been notified 


prices 


Sisal 


of a one cent per lb. advance on fine 
Indian hemp. and % cent on jute 
twine. 


Manufacturers’ 
welded 
nounced, are unchanged. On weld- 
less chain lines leading makers have 


Chain 


- 


prices on chain, just an- 


issued new sheets, which on the ac- 
tive selling styles range perhaps 15 
to 25 per cent lower than prices of 
last March. 


Steel Pipe—Range Boilers 
Inventory taking has cut the late 
sales on such heavy accessories as 
range boilers, and galvanized and 
black standard pipe. Jobbers have 
worked their year-end stocks to a 
low level, and after the first of the 
year will have to make replenish- 
ments. While 1938 sales of pipe in 
many sections were disappointing, 


some wholesalers report tonnage as 
much as 50 per cent ahead of 1937, 
through aggressive sales effort. A 
mark-up in steel pipe fitting prices 
was effective Jan. 7, 


ranging from 


98 





2'4 to 10 per cent. The Department 
of Commerce reports that November 
shipments of galvanized range boil- 
ers totaled 82,062, compared with 
40.149 for November, 1937, and 
109,849 for November, 1936. 1938 
sales of coal-stokers held closer to 
their 1937 averages than sales of oil 
burners. 


* * * 


Stove Pipe and Elbows 
Quotations for the 1939 season prob- 
ably will appear soon, and are not 
expected to deviate greatly from 
last season’s schedules, which were 
at a very close basis for the manu- 
facturers. Early prices on galva- 
nized furnace pipe are about in line 
with quotations ruling during the 
past fall. 


Dealers 
have been placing more liberal fu- 
ture orders for shovels and 
goods” than for the past few years. 


Spring Farm Lines 
“steel 


These goods are now being shipped 
from jobbers’ stocks at a rate which 
seems to reflect better conditions in 
the rural districts, and to indicate 
that retail stocks are relatively free 
from carry-over. Orders for garden 
hose and garden tools are moving 
in good volume, indicating that 
price set-ups are settled and satis- 
factory. Recent changes have been 
few, but grindstones have advanced 
about 5 per cent, effective Janu- 
ary l. 


Sees Plumbing Sales Gain 
With an expected increase in sales 
of about 20 per cent in 1939, the 
year is expected to be the best for 
the plumbing and heating industries 
since 1929, according to George E. 
Hoffman. president, Plumbing and 
Heating Industries Bureau. The ac- 
celerating volume of residential con- 
struction will account for a large 
part of the increase, Mr. Hoffman 
says. The trend of residential con- 
struction has been upward since 
July, 1938, with the result that cur- 
rent inventories of boilers, radiators, 
bathtubs. sinks, pipe. valves, fittings 
and all plumbing and heating mate- 
rials are low. Only 72 per cent of 
city homes and 14 per cent of farm 
homes have bathtubs, according to 
the Federal Real Property Inventory 
and Farm Housing Survey, Mr. 
Hoffman points out. Prices are still 
low. The current index number for 
staple plumbing fixtures as reported 
by the United States Bureau of La- 
bor Statistics is 78.5 as compared 
with the base index of 100 for 1926. 
Prices of some individual fixtures, 
as for instance bathtubs, are so low 
that the homeowner today can buy 


two for the price paid for one 
in 1920. 
* * 


Washing Machines — House- 
hold washer shipments in November 
showed an increase over the same 
month in the preceding year for the 
first time since June, 1937, accord- 
ing to industry totals reported by 
J. R. Bohnen, executive secretary, 
American Washer and Ironer Manu- 
facturers’ Association. November’s 
total was 84,192, an increase of 
11.63 per cent over November, 1937. 
Shipments in the 11 months were 
1,070,112, decrease of 32.54 per 
cent from the industry total for the 
same period in 1937. November 
ironer shipments were 8226, com- 
pared to 9458 in November, 1937, 
and 10,523 in October, 1938. Buy- 
ing of washers remains predomi- 
nantly in the upper price brackets, 
those retailing at $50 or more be- 
ing 78 per cent of the November 
shipments and those at $70 and 
more. 35 per cent. “Wide obser- 
vance of National Washer and 
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lroner Week, late in October, also 
had a strengthening effect on the 
members’ November business,” said 
Secretary Bohnen. 


Vacuum Cleaner Sales 
Household electrical vacuum cleaner 
sales in November nosed past the 
same month in the preceding year 
for the first time since August. 
1937. totaling 119,506 compared to 
118.780 in November, 1937, and 
119.805 in October, 1938, according 
to an industry report issued by C. G. 
Frantz, executive secretary, Vacuum 
Cleaner Manufacturers’ Association. 
Sales fo the first 11 months of 1938 
were 1,179,720, a decrease of 26 per 
cent from the same period in 1937. 
Average retail price of floor model 
vacuum cleaners sold in the first 11 
months of 1938 was $59.03. com- 
pared to $55.07 in the same months 
of 1937. Hand models sold in 1938 
averaged $14.68. compared to 
$13.73. 

* * 

Steel Production—Stevl ingot 
production, recovering from the hol- 
iday week curtailments, started out 
the new year at about 52 per cent 
of the industry’s capacity, or ap- 
proximately double the rate of the 
first week of 1938, reports The Iron 
Age in its Jan. 5 issue. A slowly 
advancing trend is indicated for the 
remainder of this month. Striking 
gains in operations have taken place 
in some districts. At Pittsburgh the 
rate rose 17 points to 45 per cent, 
the Wheeling-Weirton district gained 
15 points to 77 per cent, the Youngs- 
town average was up 15 points to 
47 per cent and the Cleveland- 
Lorain district recovered 11 points 
to 45 per cent. For the Chicago 
district the gain was 4% points up 
to 5214 per cent. The only loss was 
at Detroit. where the rate was 84 
per cent. Pig iron production in 
December totaled 2.201.627 
tons compared with 2,262.985 tons 
in November. The December daily 
rate was 71,020 tons against 75.666 
tons in November. a loss of 6.1 per 


gross 


cent. 
* * 


Flat Glass Outlook — “The 
outlook for the flat glass industry 
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in the first quarter of 1939 is good 
as a result of the encouraging up- 
turn in general business,” says John 
D. Biggers, president, Libbey-Owens- 
Ford Glass Co., Toledo, Ohio. “In- 
ventories have been reduced during 
the last year. Certainly there are no 
surplus stocks to be worked off be- 
fore sales and production can get 
under way for the new year. Con- 
tinuance of the present favorable 
outlook in the industry beyond the 
first three months depends largely 
upon the maintenance of the current 
recovery movement in the automo- 
tive and building industries. The 
prospect in both of these major in- 
dustries is encouraging. . . . As far 
as 1938 is concerned, flat glass man- 
ufacturers rounded out a fairly sat- 
isfactory period after a definitely 
unpromising start. At the beginning 
of the year stocks were unusually 
heavy. as a result of the temporary 
but sharp industrial recession at the 
end of 1937. Consequently sales 
and production were slow in achiev- 
ing noticeable improvement in the 
first half, but after July the indus- 
try enjoyed a period of rising sales. 
Accelerated consumption springing 
largely from the improvement in the 
auto and building industries, gath- 
ered even greater momentum as the 
year progressed. On the basis of 
the upsurge in sales volume during 
the final months of 1938, which 
made such action possible, it ap- 
pears safe to predict a continuation 
of that trend, at least during the 
next three months.” 


*% * * 


Commodity Prices—The year- 
end found a lull, even some reac- 
tion, in the rising trend of general 
commodity prices which prevailed 
during the summer and fall. As a 
group. however. commodity prices 
are expected to show an orderly 
movement toward moderately higher 
levels, without much probability of 
wide fluctuations over the next few 
months. Recent weaknesses in the 
total index have been contributed 
by lower prices of farm products, 
Under this in- 
commodity 
Depart- 


foods. fuel and oil. 
fluence. the wholesale 
price index of the U. S. 








ment of Labor for the week ended 
Dec. 24 established the lowest level 
reached during the last four years. 
The week’s index of 76.6 per cent 
of the 1926 average was 5.7 per cent 
below a year ago. 

% & & 


Tire mak- 
casings in 


Automobile Tires 
ers shipped 4,442,296 
November, the largest total since 
August, 1937, as reported by the 
Rubber Manufacturers Association. 
The November total compared with 
3.776,775 in November, 1937. For 
11 months shipments this year 
totaled 38,234,000, against 52,310,- 
000 in the comparable 1937 period. 
Inventory of pneumatic casings 
dropped to 7,924,000 units from 
10,963,000 in November, 1937. 


* * * 


Electric Refrigerators—Sur- 
prisingly, in view of the open fall 
weather, the industry’s _ statistics 
show that both U. S. and world sales 
of household electric refrigerators 
made by American manufacturers 
declined sharply in November as 
compared with the same 1937 month. 
During the month 38,039 units were 
sold, against 92,425 a year ago. For 
the first 11 months of 1938, total 
world sales were 1,304,593 units, 
against 2,281,527 units in 1937 pe- 
Sales in the United States 
showed an even sharper decline 
than world sales. Perhaps part of 
the reason for this severe decline 
was some let-up in sales and _ pro- 
motion efforts, for Canadian sales 
in November were ahead of the same 
month last year, and other foreign 
sales were off only moderately from 


1937. 


riod. 


* *% 


Furniture and Radios The 
last two or three months of 1938 
were the most encouraging period 
to the year to furniture makers, ac- 
Frank Whiting, vice- 
Furniture 


cording to 
president. the American 
Mart. Movement of furniture has 
left “a big hole to be filled” by 
orders in the January market. More 
lamps and novelty tables were sold 
for Christmas gifts this year than 
last. The remaining supply of gift 
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items, in fact of all “consumer” 
lines, is now sharply lower than a 
year ago. 
* * # 
Shortages Numerous — Buy- 
ing staffs of the wholesale houses, 


embarrassed by shortages toward 
the end of the period, in holiday 
lines, have been especially busy in 
building up stocks. They feel con- 
fident that staple and seasonable 
lines will do better in the new year, 


than at first expected, and do not 
again intend to be caught napping. 
* * * 
Increases Expected — Setting 
their early 1939 sales budgets in the 
light of recent holiday sales accom- 





SALES OF 1.985 INDEPENDENT HARDWARE DEALERS IN 38 STATES 


November, 1938 





Number 


of Percentage Change 
States by Regions Firms From 


Report- Nov. 


Sales Reported 


From Thousands of Dollars 
Oct. Nov. Nov. Oct. In- 


Number of Firms Showing Change in Sales 
From Nov., 1937 


From Oct., 1938 
De- Lessthan In- De- Less than 








ing 1937 1938 1938 1937 1938 crease crease 1% change crease crease 1% change 
Vew England 35 +. 7.7 —16.2 347.0 322.2 413.9 23 11 ] 6 29 0 
Connecticut 1] + 7.2 - 3.5 66.9 62.4 69.3 7 3 1 > 9 0 
Maine 7 — 6.1 —20.5 27.6 29.4 34.7 4 3 0 l 6 0 
Massachusetts 10 0.1 — 6.0 111.6 111.7 118.7 8 2 0 2 8 0 
Middle Atlantic 247 6.2 -13.9 1,171.3 1,248.5 1,360.2 80 156 1] 52 187 8 
New Jersey ll 10.4 13.8 61.4 68.5 71.2 2 9 5 6 0 
New York 35 — 2.0 — 85 176.8 180.5 193.3 18 15 2 7 24 4 
Pennsylvania 201 6.6 -14.8 933.1 999.5 1,095.7 60 132 9 40 157 4 
East North Central 531 - 4.6 —10.7 2,507.0 2,418.7 2,584.3 216 299 16 144 364 23 
Illinois 143 -18 13.0 600.1 611.1 689.8 56 83 4 29 «108 6 
Indiana 7] 6.0 - $.4 313.4 333.3 342.1 30 39 2 19 46 6 
Michigan 31 - 58 14.0 116.8 124.0 135.8 12 19 0 7 24 0 
Ohio 153 6.3 3.6 696.9 744.0 722.7 64 82 7 58 85 10 
Wisconsin 133 44 16.4 579.8 606.3 693.9 54 7 3 31 101 l 
West North Central 368 - 3.8 —15.6 890.1 925.0 1,055.2 155 202 1] 82 278 8 
lowa 84 - 1.6 -14.3 266.7 270.9 311.1 47 34 3 24 60 0 
Kansas 85 18.5 —-19.2 143.5 176.0 177.7 21 64 0 19 65 l 
Minnesota 34 7 20 18.0 139.7 137.0 170.3 17 16 ] 7 29 0 
Missouri 81 + 3.3 - 6.9 205.3 198.8 220.4 42 36 3 23 52 6 
Nebraska 64 - 6.1 —22.9 102.4 109.0 132.8 21 40 3 8 55 ] 
North Dakota 12 4.0 19.1 21.6 22.5 26.7 5 7 0 ] 11 0 
South Dakota 8 + 0.9 —32.7 10.9 10.8 16.2 2 5 ] 2 6 0 
South Atlantic 92 3.8 + 2.8 625.7 650.1 608.4 37 3 2 41 49 r 
Florida 27 3.0 20.2 220.0 226.7 183.0 12 14 l 17 10 0 
Georgia 24 + 5.4 + 1.0 126.6 120.1 125.3 12 12 0 10 14 0 
North Carolina 6 -12.7 -17.7 55.8 63.9 67.8 1 5 0 0 6 0 
South Carolina 13 + 3.5 + 10 110.5 106.8 109.4 7] 3 ] 8 5 0 
Virginia 10 18.0 - 4.0 79.7 97.2 83.0 2 8 0 5 4 ] 
West Virginia 8 1.4 10.4 20.6 20.9 23.0 ] 7 0 ] 6 ] 
East South Central 48 + 1.6 -10.0 243.7 239.9 270.9 24 22 2 14 30 4 
Alabama 24 + 2.0 - 18 113.9 111.7 116.0 1] 13 0 8 12 4 
Tennessee 1} + 4.3 11.3 72.3 69.3 81.5 6 4 ] 4 7 0 
West South Central 146 - 4.0 — 7.1 664.6 692.3 715.1 69 74 3 66 75 5 
Arkansas .. 23 +148 —12.5 101.9 88.8 116.5 18 5 0 8 14 ] 
Oklahoma 37 - 3.5 --+ 14 {30.7 135.5 128.9 20 17 0 23 14 0 
Texas 81 8.1 — 8.1] 410.8 447.1 447.1 30 49 2 34 43 4 
Mountain 123 8.7 17.6 567.6 621.9 688.5 46 74 3 28 9] 4 
Arizona 17 - 1.0 —10.4 132.0 133.4 147.3 8 9 0 8 9 0 
Colorado 37 — 58 -15.1 107.6 114.2 126.8 15 20 2 9 7 ] 
Idaho 25 ~18.5 -22.2 90.5 111.0 116.3 5 19 1 6 18 ] 
Montana 25 + 4.1 -21.3 131.7 126.5 167.3 14 11 0 5 20 0 
New Mexico 8 -33.2 -24.5 39.8 59.6 52.7 1 7 0 0 6 2 
Wyoming 5 -20.5 18.9 27.9 35.1] 34.4 1 4 0 0 5 0 
Pacific 395 48 5.2 1,889.3 1,985.2 1,992.2 145 234 16 109-273 13 
California 324 4.9 -13 1,502.9 1,580.9 15224 124 190 10 101 210 13 
Oregon 33 6.6 -148 132.2 141.5 155.1 11 19 3 4 29 0 
Washington 38 3.3 ~19.2 254.2 262.8 314.7 10 25 3 4 34 0 
TOTAL 1,985 — 4.4 —10.1 8,706.3 9,103.8 9,688.7 795 1,125 65 542 1.376 67 
tDoes not include firms reporting to Federal Reserve Bank of Boston 
Total adjusted for the 
number of working 
days 
Per cent 100.0 40.0 56.7 3.3 27.3 69.3 3.4 
Chicago 23 + 1.9 - 8.3 59.9 58.8 65.3 10 13 0 4 18 ] 
Los Angeles 44 - 7.7 + 6.7 281.5 305.1 263.9 15 29 0 17 27 0 
St. Louis 20 + 5.6 — 23 37.9 35.9 38.8 10 10 0 4 15 1 
San Francisco 3] +14.0 +10.0 135.7 119.0 123.4 17 13 ] 8 21 2 





Compiled by Bureau of Foreign & Domestic Commerce, U. S. Department of Commerce 
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It Pays to Stock This 


BECAUSE OF ITS WIDESPREAD 
APPLICATION 
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RIXSON Series No. 350 Checking Pivot Hinges 


Wherever pivot hinges are employed-—on stall doors, rail partitioned stalls these 
gates, dwarf doors, etc.—this Rixson design can be used checking pivot hinges can 
and add the extra feature of positive gentle checking. This save their cost over and 
Checking Pivot Hinge is non-handed, single and double over again by prevention 
acting, and has easily interchangeable flanges to suit of breakage. A patented 
various conditions in installation. pressure release valve 
gives way when forced and prevents strain on the parti- 
An oscillating cam operates to give full checking contro] tion. The case is made of non-corrosive white metal alloy. 
all the way to closed position of doors, closing from Write for catalog showing 10 different combinations of the 
either direction of swing. Particularly on glass or marble checking pivot with brackets. 





THE OSCAR C. RIXSON CO., 4446 Carroll Ave., Chicago, Ill. 


Rixson Representatives at— 
New York: 101 Park Ave.; 2034 Webster Ave. Philadelphia: 211 Gr d Ave., Wyncote, Pa. 
Atlanta: 152 Nassau St. New Orleans: 1001 Broadway. San Francisco: 116 New Montgomery St. 
Los Angeles: 909 Santa Fe Ave. Richards-Wiicox Canadian Co., Ltd. London, Ontario, Canada. 
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VERYWHERE, in all homes, more and more people are using 
“ACME” Ball Bearing Casters. This constantly increasing 
demand makes “ACMES” a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor coverings. Modern in design and 
attractively finished. Stock and sell “ACMES”—the Quality casters. 
THE ScHAtz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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LANTERN 
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Today's Greatest 
Lantern Value 


Outshines — Outlasts — Outsells them all — 
because it employs scientific air flow design 
inside and out and utilizes the newest prin- 
ciples of construction and combustion. 


Add these Six Selling Features to its good 
looks and you can fairly hear the cash 
register ring: 

(1) Wind Proof; (2) Rising Cone for Easy 
Lighting; (3) Automatic Standing Bail; 
(4) Reinforced for Extra Strength; (5) Lift 
Lever Designed for Added Convenience} 
(6) Leak Proof Rust Resisting Bottom. 


This unique two color 
window and counter 
display 21! inches 
high and {7 Inches 
wide FREE with 
initial order of six 
or more Air Pilot 
Lanterns. It will 
prove that Air Pilot 
Lanterns sell ‘‘on 
sight’’. 


EMBURY MFG.CO 











WARSAW, NY. 
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plishments, it is learned that the 
larger stores of the country are ex- 
pecting an average five per cent 
increase in dollar volume, during 
the first quarter, over last year’s 
opening quarter. A Dow-Jones sur- 
vey of trade conditions finds average 
stocks of goods are from 10 to 15 
per cent under last year, as a re- 
sult of heavy unit sales during the 
holiday season. From varying large 
retailers, the reported “last minute” 
sales ranged from an even break 
to five per cent above 1937 for the 
six sales days preceding Christmas 
Unit sales were 10 to 15 per cent 
higher than a year ago, but reports 
from all centers emphasized lower 
prices on merchandise and _ thrifty 
buying by customers as holding dol- 
lar totals down. Conservative, even 
scanty, stocks had their effect also 
in restricting sales from reaching 
larger gains. 


* * *% 


Buying Continues—Hardware 
jobbers are especially encouraged 
by news from their customers about 
store sales in the days since Christ- 
mas. Retail stores’ sales shrank 
after the Christmas rush, but held 
above the volume for the 1937 week. 
It seems that the shopper’s demand 
for merchandise, instead of drop- 
ping off as much as usual, is con- 
tinuing in excellent volume right in- 
to January. In Chicago and other 
large cities, there were crowds of 
people downtown buying all during 
the holiday week. The stores, large 
and small, were conducting “sales,” 
and evidently found many people 
still with money to spend. How- 
ever, with the experiences of the 
last few years as a background, they 
were buying carefully and thriftily, 
turning more to goods of medium 
price. The jobber’s interpretation 
is that this buying indicates a com- 
ing wave of moderately better busi- 
ness. Unemployment totals have 
been cut down notably in the last 
three months, and fuller-time work 
and earnings for thousands of other 
workers will undoubtedly support 
steadier and larger consumer buy- 
ing. 


* * * 


Seasonal Reaction—As _ al- 
ways, and despite the relative bet- 
terment, the flow of goods out of 
factories slackened at the year-end. 
The major business indexes, while 
well ahead of a year previous, 
dropped below the levels of the pre- 
ceding week. This was the normal 
seasonal trend, partly the result of 
shutdowns for the holidays and of 
preparations for inventory taking. 





One of the latest week’s favorable 
developments was the better show- 
ing, compared with a year ago, in 
the volume of new wholesale orders, 
which were reported to be three or 
four per cent heavier. This adds 
to the comfortable backlog which 
many mills have been building up. 


* * *% 


1938 Building Volume—The 
year 1938 was the fifth consecutive 
year of increased construction vol- 
ume according to F. W. Dodge 
Corp., New York City. Residential 
building had the largest dollar total 
since 1930, and total building and 
engineering expenditures were prac- 
tically equal to those of the year 
1931 and greater than any year since 
1931. While public construction ex- 
penditures represented 52 per cent 
of last year’s total volume, private- 
ly-financed building and engineer- 
ing work was greater than in any 
post-depression year except 1937. 
Private construction during 1938 
ran 16 per cent behind 1937, but 
10 per cent greater in volume than 
in 1936. Significant increases in 
private construction contracts ac- 
companied the mounting volume of 
public works projects in the clos- 
ing months of 1938. The year’s 
gains over 1937, as measured in dol- 
lar volume of contracts, were as 
follows: heavy engineering public 
works, 40 per cent; public and in- 
stitutional buildings. 28 per cent; 
residential buildings, 7 per cent; 
public utility construction, 6 per 
cent. The year closed with total 
construction expenditures 7 per cent 
greater than those of 1937. Con- 
tracts awarded from Jan. 1 through 
Dec. 21, 1938, in the 37 eastern 
states, amounted to $3,054,417, com- 
pared with $2,861,993,000 in the cor- 
responding period in 1937. 


*% * * 


Industrial Activity—The only 
leading index to show a rise, in the 
Dec. 24 week, was electric power 
output, which reached an all-time 
high mark of 2363 million kilowatt 
hours—13.3 per cent above the cor- 
responding 1937 week. Seasonal 
declines were reported in steel and 
auto production, residential and en- 
gineering construction, cotton man- 
ufacturing, freight car loadings, and 
bank clearings. Lumber manufac- 
turers reported that new orders for 
lumber in the week ended Dec. 24 
were 27 per cent above the corre- 
sponding 1937 week. Production 
was up 58 per cent and shipments 
were up 62 per cent. Automobile 
production fell, seasonably, to 
75.215 units, compared with 92,890 
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BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 


Vaughan3 
Garery Rou 
DE LUXE 
Automatic 
CAN 


OPENING 
MACHINE 


(Wall Model for 
ome Use) 







World's 
Best 
Can Opener 


You'll find quick profits in Vaughan's Nationally Known 
Line of Can Openers. No. 330—a real leader is the finest 
popular priced STATIONARY Can Opener known. Modern, 
streamline design. Built to last a lifetime. OPENS ANY 
SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 
OF PARTS. Quick action disc cutter. Simplest to oper- 
ate... sells itself on display. 


, The Only Can Opener 
Uaughany that cuts the top out of 
AFETY FROLL Square, Round or Oval 
5 JR. Cans, with ease. Leaves 
bi + a a safety roiled edge. 
Check your stock on this great seller. 
Over 50,000,000 sold. The demand in- 
creases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


World's Largest Manufacturer of Can Openers 


3211-25 Carroll Ave. Chicago, Ill., U. S. A. 




















~-(CHICAGO)— 
SPRING HINGES 


Silent Action 


Architects and Builders’ 
Hardware Engineers realize 
the importance of silence in 
a residence, hospital or 
school. 


The Relax Double Act- 
ing Spring Pivot-Hinge op- 
erates quietly, slowly and 
with few oscillations. It is 
economical in the cost appli- 
cation and maintenance. 








Relax 
Type 6001 
Spring Pivot-Hinge 


The “spring action release” permits the door 
to be placed open at any desired position. The 
door will not stand open unless the spring 
action is purposely disengaged. This avoids the 
annoyance of doors unintentionally left open. 


Chicago Spring Hinge Company. 


NEW YORK 
U.S. A. 


CHICAGO 
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WASHINGTON MASSACHUSETTS 


THERE’S A REASON WHY 


DEALERS EVERYWHERE 
SELL WARREN TOOLS 


Every year more and more 
dealers are selling the precision-made Warren 
Tools. Dealers who have never before handled 
these heavy items have found a new profit in 
them. Other dealers have switched to Warren 
because their customers can actually see the 
extra quality. Warren Tools are more dependable 
because they are made of controlled steel, manu- 
factured to strict specifications, and heat treated 
to perfection. Check your stock now, and write 


for prices immediately. 





WARREN TOOL CORPORATION 


WARREN, OHIO 
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WHEN Your Customers 
See This Display Carton 





THEY’LL DO 2 THINGS 


1. REACH FOR 
THEIR MONEY 


2. BUY A PACKAGE 
OF ACME 
CORRUGATED 
FASTENERS 





Just set one of the attractive Acme Corru- 
gated Fastener Display Cartons on your 
counter and let it make sales for you. 
Many of your customers can use corru- 
gated fasteners frequently, for making 
signs, screens, frames, furniture, in fact 
almost very kind of wood product. They 
make a stronger joint, faster. The tack- 
point feature assures repeat business for 
you. 





Write for a free sample box of this fast 
moving best seller. You will recognize its 
sales ability. Mail the coupon. There is 
no obligation. 


If your jobber can’t supply you 
write us direct. 


PACKAGED IN 3 POPULAR SIZES 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches & Sales Offices in Principal Cities 





WRITE FOR . Whi) 
FREE SAMPLE BOX \= i TERE. 
ns 


Acme Steel Company, 
2838 Archer Ave., 
Chicago, IIl. 


Gentlemen: 

Send me, without charge, a sample 
box of Acme Tack-Point Corrugated 
Fasteners. 

Name 

Address 


City , . .State 
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in the preceding week. In the sim- 
ilar 1937 week only 49,550 units 
were turned out. Manufacturers 
predict 1939 production will be 
3,500,000 units, against 2,635,000 in 
1938. Railroad freight traffic in the 
week ended Dec. 24 declined 5.2 
per cent (less than seasonally) to 
574,462 cars, but loadings were 25.5 
per cent above the 1937 week. Cheer- 
ful reading was provided by the 
statistics on revenues of the first 
137 class one railroads to report for 
November. Their net operating in- 
come for the month totaled $49,- 
664,682, compared with $32,519,097 
in the similar 1937 month. 


ss. @& @ 


Employment Gains — Since 


the low point of recent years in 
business activity was touched last 
June—the lowest point since 1934— 
there has been a steady increase in 
business activities which have been 
unmistakable, even if gradual, and 
this improvement has carried with 
it increased jobs numbering at least 
a million. The Secretary of Labor 
reported a continued rise of em- 
ployment in November, contrary to 
the usual seasonal trend. The 
month’s net gain in workers was 
estimated at 30,000, despite a sea- 
sonable decline in agricultural em- 
ployment. Factory emploment and 
payrolls headed upward. The gain 
of 1.2 per cent in re-employment 
represented approximately 90,000 
factory workers added during the 
month. The November gain of two- 
tenths of one per cent in factory 
payrolls indicated an increase of 
$350,000 in weekly pay checks. 


* * * 


Foreign Trade Lower The 
Department of Commerce reported 
a drop in U. S. foreign trade in No- 
vember. Exports totaled $252,000,- 
000, compared with $315,000,000 in 
November, 1937. November  im- 
ports amounted to $176,000,000, 
against $223,000,000 in November, 
1937. Export gains were reported 
in a number of staples in demand 
by countries which are re-arming, 
notably automobiles, steel scrap and 
raw cotton. Among the principal 
import increases were reported in 
raw silk, coffee, and wood pulp. Ex- 
ports in the first 11 months of 1938 
totaled $2,852,000,000, against 
$3,025,000,000 in the corresponding 
1937 period. Imports for the pe- 
riod were $1,789,000,000, against 
$2,875,000,000 in 1937. One of the 
noteworthy gains in foreign trade 
was the great increase in export 
sales of grain. Grain was shipped 





abroad, chiefly to Great Britain and 
northwestern Europe, in the largest 
volume since the 1920s. 


* * * 


Advertising to Increase—An 
increase in advertising investments 
in 1939 by leading American manu- 
facturers (not including automobile 
and cigarette makers) was _pre- 
dicted by the Association of Na- 
tional Advertisers, based on a sur- 
vey of 182 companies. The survey 
showed 50 per cent of the manufac- 
turers plan to invest 15 per cent 
more in advertising during 1939 
than in 1938. Forty-two per cent of 
the companies reporting are plan- 
ning to maintain their present level 
of expenditures. Of these replying, 
84 per cent expect better sales than 
in 1938, 13 per cent anticipate the 
same as in 1938, and only 3 per cent 
expect a decrease. Only 8 per cent 
plan a decrease in advertising and 
this is due almost entirely to pecul- 
iar industry condition. All the com- 
panies surveyed are of important 
caliber, who spend from $50,000 to 
more than $1,000.000 each annually 
on advertising. 

* * * 


Bank Clearings-——Bank clear- 
ings for the final week of 1938 fell 
below those for the same 1937 
week, after having exceeded the 
1937 totals for the three previous 
periods. The week’s total was natu- 
rally under that for the week pre- 
ceding, due to the observance of the 
Monday holiday. Clearings for the 
22 leading U. S. cities for the five- 
day week ended Dec. 28 fell short 
by 3.3 per cent of reaching the cor- 
responding five days of 1937. 


Two-Cup Percolette 


wr" 





Makes small amounts of coffee 
quickly and conveniently. Principle of 
operation is same as regular percolator 
but construction is different as cover 
fits the bottom section and coffee 
basket, which forms a continuation of 
lower section and is constructed so that 
water is distributed over all the coffee 
and must pass through it to the lower 
section. Capacity is two 6 oz. cups. 
Aluminum Goods Mfg. Co., Manitowac, 
Wis. 
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A Model for Every Pocketbook 
...A Bigger Profit in Every Sale 











WRITE 
FOR NEW 1939 
44 PAGE 
CATALOG 


UNITED STOVE CO. 


73 1 


LAN ES, 


JANUARY 12, 1939 





MICHIGAN 




















He’ll take the 
white one every time! 


| Tigecd out of ten of your customers will choose this new 

popular-priced Wyteface Steel Tape. Black-on-white 
graduations, easy to read even in poor light, are a great con- 
venience and a valuable safeguard against errors. The crack- 
proof white surface protects the steel from rust- a new 
resilience prevents kinks or curls. Put Favorite Wyteface in 
your window and watch steel tape sales climb! 

Favorite Wyteface is consistently advertised in American 
Builder, Practical Builder, Popular Mechanics, Popular Science, 
Construction Methods, Industrial Equipment News, Building 
Products and Building Reporter ...Over 1,500,000 steel tape 
prospects are reached by this campaign. Every advertisement 
tells them to look for the Wyteface display on your counter 
or in your window. The display is free with your initial order! 
It sells tapes for you. 

Get your share of this profitable new business. Ask your 
jobber — or write for a catalog and price list. 


EST. 1867 


KEUFFEL & ESSER CO. 


NEW YORK - HOBOKEN, N. J. 
CHICAGO: - ST.LOUIS - SAN FRANCISCO - DETROIT - MONTREAL 


ravorite WY TEFACE 


STEEL MEASURING TAPES 





KEUFFEL & ESSER CO., Dept. 23, Hoboken, N.J. 


Send folder and prices on Favorite Wyteface. 


YOUR O 


CUSTOMERS “ax 












ARE LOOKING ,/ Name. 
FOR THIS . Address. 
DISPLAY 
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Sweet Land of Gimme 


By MERLE THORPE 
Editor, 


Nation's Business 


T’S crystal clear that “emer- 

gency” has become the accepted 

way of life of the American 
people. 

The spirit of these spending times 
is currently revealed in the columns 
of your morning newspaper. Here 
is suggested a public health program 
nonchalantly priced at $8,500,000,- 
000. Here, pressure for a mora- 
torium upon H.O.L.C. mortgages. 
Here, millions for clothing and 
grapefruit juice and opera for the 
unemployed. One hundred fifty mil- 
lion for rural electricity. Relief costs 
at record-breaking levels, while each 
day’s low descending sun sees some 
new shiny-eyed proposal whereby 
“Government” is to distribute “cul- 
ture” to one and all in the grand 
manner of Rome’s bread and cir- 
cuses. 


Time was when the American who 


Reprinted by special permission. 


TAIHI NTA BS 


They Swe// Winfer Season Profits 


season to sell Dietz Lanterns—the 
time when it pays best to display 
and push them. More profitable 
than ever to feature Dietz Lanterns 
this winter season—they’re stream- 
lined, better—more salable than 
ever before. 


wanted the good things of life looked 
mainly to his own resources of char- 
acter and ability for the getting. Now 
he turns to Washington. That earlier 
confidence in one’s own powers gave 
assurance that the nation would move 
ahead. Today, the contagious resig- 
nation to a life ordered and sus- 
tained by political dispensation has 
changed opportunity to opportunism. 
We elect security rather than suc- 
cess; we glorify political charity as 
a newly discovered virtue and, in the 
name of the more abundant life, we 
mock the frugal and plunder the 
thrifty. 

“Pay nothing down,” is the na- 
tional slogan. “It’s yours for the 
asking,” our campaign cry. As in- 
dividuals we no longer place our 
faith “In God We Trust” and keep 
our powder dry; our coin of the 
realm today bears the strange in- 


scription, “In W.P.A. We Trust.” 


W inter—ihe best 


It takes a DIETZ to stand up when 
wind and snow and sleet are 
around—its quality is instantly ap- 
preciated. 


R.E. DIETZ COMPANY 


NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD 
Founded 1840 


Output Distributed Through the Jobbing 
Trade Exclusively. We Do Not Sell Chain 
Stores, Catalog Houses,or Syndicate Buyers. 









while a thousand underprivileged 
communities in this one-time land of 
the free and home of the brave, un- 
ashamed, canonize the P.W.A. 

Each year brings a new low in 
the disintegration of the national 
character. Defeatism reigns. The 
youthful vigor of America, once its 
noted asset, today boasts of its eco- 
nomic casualties and invalidism. No 
matter in what direction you look at 
our national life you may be sure 
some “commission” has made a 
“study” and found “conditions 
shocking.” We have switched the 
famed American genius of selling to 
the job of telling the world and his 
wife about our bumper crop of dis- 
appointments and frustrations. The 
land of bountiful opportunity has 
come overnight to be a no-man’s land 
of despair. 

If I don’t succeed, I shall blame 
you. What you have is as much 
mine as yours. In that philosophy 
all gains are ill-gotten, and fortune 
won by labor while others played is 
as contraband as the cargo of the 
smuggler. Possession is no longer 
nine points of the law. Property is 
the shameful sign of success in a 
time when failure is made to seem 
the nobler cause. Well-being is 
wicked, prudence is decadent, sacri- 
fice is silly, careers must be subsi- 
dized, sweat is un-American. Under 
the banner of “soak the rich” our 
political Robin Hoods make ironic 
holiday with the meager savings of 
the people. 

The formula for this benefaction 
is as simple as X, Y, Z. Z per- 
suades Y that he is ill-used by the 
world, is denied the good things 
through no fault of his own. The 
remedy? If Y will elect Z to a po- 
litical job he will satisfy Y’s desires. 
How will he do it? Vicariously, of 
course: he will force a third group, 
represented by hard-working X to 
work harder not only for the benefit 
of Y but also that Z may be sup- 
ported in a regal style to which he 
has not been accustomed. 

It is all as old as politics. It works 
as long as X is complaisant or ig- 
norant. Or until the store of the ants 
is ravaged by the grasshoppers. Be- 
cause X provides the sinews of all 
political gifts—unhonored, unsung, 
x-ploited. All too real is the danger 
that when he becomes expropriated 
he will become extinct. Ex-American. 

This cheated generation broadcasts 
the cry, “Calling all Corrigans!” to 
crusade for a return to the self-start- 
ing America we once knew. 
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Those Marked 
Checks 


USINESS men cashing checks 


without examining them 


carefully are apt to find themselves | 


unable to collect unpaid balances 
vwing by the drawers of the 
checks. Some debtors have a 
talent for making tricky notations 
on checks. 

Ordinarily a creditor receiving 
a payment from a debtor applies 
ii to the oldest items on the ac- 
count, but the debtor by marking 
an appropriate notation on his 
check may specify just how the 


proceeds of the check are to be | 


applied. 

“There is no question of the 
right of the debtor upon payment 
of money to his creditor,” said the 
Supreme Court of Mississippi, 


“to determine how that payment | 


shall be applied.” 

A debtor, for example, owes 
for five items. If he marks a 
check for payment of three of 
those items, the proceeds of the 
check must be so applied. What 
some debtors do is to mark the 
check to pay those items about 
which there is no possibility of 
controversy. The unpaid items 
are usually those, about which the 
debtor is able to raise some ques- 


tion, perhaps as to the price or | 


the fitness of the merchandise. 

Another scheme is to mark a 
check for payment of an account 
between certain dates indicated on 
the check. The debtor may know 
that the business man with whom 
he is dealing may have great diffi- 
culty in proving certain items on 
the account not within those dates. 

The point of marking these 
notations on checks is to force 
the business man into accepting a 
small setilement for the unpaid 
part of the account or the unpaid 
items. The idea with such a debtor 
is to leave unpaid that part of his 
account over which he can raise 
a plausible controversy. 


A safe rule: Cash no checks | 


marked for the payment of speci- 
fied items or for specified periods 
unless you are willing to apply 
the check according to the nota- 
tions made on it. 
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“« ..but I already knew the Du Pont Sponge 
was great...could tell by the way it sold!”’ 


OU’LL be amazed at the enthusiasm of your cus- 
Teun for the new Du Pont Cellulose Sponge. And 
you'll be just as enthusiastic about it yourself when you 
see how quickly customers respond to your suggestion 
that they try it. It sells fast—pays you liberal profits. 

It has so many uses you can often sell several to a 
customer. Housewives frequently keep one in the bath- 
room, one in the kitchen for dishwashing, use a third 
for windows or woodwork—and their husbands use one 
for car washing. 

And here’s where you come in! A dozen No. 8 Sponges 
cost you $5.40. They sell for $9. Your profit is $3.60. 


Profits on the 25¢, 45¢ and $1.10 Sponges 
are in proportion. Mail coupon today. eat) 


Du Pe 







Name 


Wilmine™ 
roa please! and 
Du Pont 





. geet ‘A 





Here’s why this sponge 
sells so fast: 
NATIONALLY 
ADVERTISED 


in 


tL a 


Saturday Evening Post 
Good Housekeeping 
Better Homes & Gardens 
American Home 


Floats...is absorbent...soft 
when wet...durable... 
can be sterilized by boiling. 
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THIS WINDOW SOLD STAINLESS STEEL PRODUCTS 





A striking window display in which Allegheny Metal products were featured 
provided Rudert’s Hardware, Tarentum, Pa., with one of its most effective 
windows. Aside from attracting a greater volume of passersby, the window 
created added sales for many of the items displayed. In addition to such 
items as nuts, screws, bolts and hardware sundries, the window displayed 
cooking utensils, table service, furniture. a washing machine and sample 
sheets of both Allegheny Metal and Ludlite, exclusive stainless steel products 
of the Allegheny Ludlum Steel Corp., Pittsburgh, Pa. 


















_ Why Cheer for Social Security ? 


HE third birthday of Social Se- furm purposes. In its place in the 

























VLCHEK curity was celebrated recently reserve so carefully provided by a 
Punch and Chisel Set with speeches by President Roose- thoughtful Congress is a neat stack 
Popular, Quick-Selling velt, Administrator Altgeld and of Government I.0.U’s which in due 

An all purpose set . . . made of fine others. Quite appropriate, of course, course may have to be paid by tax- 

high carbon tool steel forged poe that officials of a government ing the people again. 

tempered. Consists of two sizes of which has collected two billion To those millions who listened to 
chisels, two sizes of solid punches dollars in new taxes and applied it the recent hymn of praise it would 
: ; toward the federal deficit for current be a rather cruel disillusionment to 


and center punch—metal band con- 
tainer. 
An item you can push with profit. 


“social” spending’ should bless the point out how pitifully inadequate 
law that helped to give them so vast and undependable is this kind of 








Sieh ton entale a money power. Likewise for the “security.” 
g- | army of employees in the Social Se- Nation’s Business 
THE VLCHEK TOOL CO. | curity Administration. Not forget- — 
3001 E. 87th St. Cleveland, Ohio ting the tattooing craft which reaped Razor Blade Holder 


a harvest embellishing the epidermis 


of trusting citizens with their Social Jak-Nife"—for removing paint or 


Security “dog tag” number stickers from glass, frost from wind- 
« y Ss. = 2 . 
’ oo shields, etc., also as a trimmer or knife 


oR 8 Con O22 ey. © ea But for the great body of men and fer cutting. Snape cece the a jack 
FASTER TURNOVER women who contributed this $2,067.- knife. Made of quality steel, highly 


000,000 tax out of their pay en- plated, and mounted on cards. Takes 
MORE VOLUME velopes, or indirectly by shouldering = any standard razor blade. Landon P. 
BETTER PROFITS the employers’ share which had to Smith, Inc., 1 vington, N. J. 


be passed on, there wasn’t much to 


hurrah about, says Abraham Epstein 

VLC al E 4 in Nation’s Business. They received 
back only $282,000,000. The net re- 
TO 0 L S sult to date has thus been to with- 
draw $1,785,000,000 from the pur- 

chasing power of the workers. It is 
gone—-spent for political and re- 
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IT’S NEW! 


BACON BROILER 


Perfect bacon every time in this 


new greaseless broiler. How it sells!) SHOVELS - HOES - RAKES - AUTO BUMPER & GRILLE 









GUARDS - NEW BACON BROILER - SKILLETS 
for Your Chain Competition 


Put these items on your “must stock” list. Everyone priced to bring you profit. 
When sales are lagging—just show Bacon Broilers, Chicken Fryers or Grille and 
Bumper Guards. 


TESTED SALES BUILDERS BY 


HAMLIN METAL 


APRODUCTS COMPANY 
‘ AKRON, OHIO 



























PRODUCED BY 
HELLER STREAMLINED CABINETS 


: @ Increase your 1939 sales with the New Attrac- 
tive Modern Heller Streamlined Store Fixtures and Equip- 
ment. Heller has incorporated many new features to make 





Increase your ladder sales with RICH— your own individual store stand out for attractiveness in 

the SAFEST ladders built. Distinctive ee —, stock to best advantage. The outlay is 
F ion pro- surprisingly modest! 

features of design and construction p @ INVESTIGATE AT ONCE—Let Heller help you 

vide extra sales and profits. make 1939 your biggest year! Send as many details of your 


store as possible and Heller will help you plan by mail, with- 


Write for complete details. out cost or obligation. 











THE RICH LADDER & MFG. CO. 


1000 Depot St. 
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ILLUSTRATED LITERATURE SENT FREE 


W. C. HELLER & CO. 


139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N. Y. 





Cincinnati, Ohio 
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Standardize 
US Pouttry 
NETTINGS 


Atert dealers have 
been quick to recognize the spe- 
cific advantages of stocking and selling U. S. 
Poultry Nettings. exclusively. By standardizing on 
U. S. HEXLOK and U. S. STRAITLOK, they 
now fill every demand of their trade and meet 
avery phase of competition with perfect hexagon- 
mesh and straight-line nettings from one de- 
nendable source. 

This simplifies buying, shipping, stocking and 
re-ordering. It enables the dealer to concentrate 
all sales effort behind nationally-advertised, 
trade-marked products with strong consumer ac- 
ceptance. It builds profitable repeat business. 


Made with LOCK-TWIST 

U. S. HEXLOK and U. S. STRAITLOK 
are made with the dependable LOCK-TWIST 
joints. More uniform, more symmetrical; roll out 
flat; easier to handle and cut; stretch perfectly; 
give greater consumer satisfaction; cost no more. 

Available in all standard widths and weights, 
Galvanized Before or After Weaving. All Copper- 
bearing Steel, pure zinc galvanized. Sold only 
through regular wholesale and retail trade channels. 


Ask your Jobber or write direct! 


INDIANA 





STECL & WIRE CO. 


MUWN¢ INDIANA 











| An Enemy 





Within 


ONCEIT has ruined many other- 

wise fine young fellows. Every- 
body knows someone who gives him- 
self airs of importance, believes he 
is indispensable and remains at his 
post as an impossibility. He relieves 
others only of the duty of respecting 
him. He talks only of his own works 
and about himself. He believes that 
somehow he is superhuman. He is 
thoroughly satisfied’ with his own 
company and with everything he 
does. His car is the best, his town 
is the finest and everything he owns 
is unmatchable. To admit otherwise 
would reflect on his personal judg- 
ment. 

Being on exceedingly good terms 
with himself, he is proud of the 
place he occupies. No one can help 
him decide or do anything to satisfy 
him. His opinions are, in his own 
estimation, the final word and when 
at disagreement with the majority. 
the majority are all wrong. The 
praise of others fails to interest him 
because his narrow mind always 
underrates others. He has learned 
all there is to know and prides him- 
self in his abundance of wisdom. 
He is obstinate and naturally cannot 
make a mistake. 





Notwithstanding, he is very harm- 
less because while he may aggra- 
vate, he hurts only himself. He fears 
his own shadow only when it is 
short. He loves publicity and lime- 
light, wants the center of the floor 
and is bent on stealing the show 
always. His house is a show place 
that dwarfs his neighbors and his 
clothes must be different, reflecting 
his choice of counsel, which is al- 
ways himself. 

He is admired by no one except 
himself and his lowliest servant and 
business subordinates know him like 
a book, for they have learned that 
the best way to get along with him 
is to resort to flattery. That is his 
meat and since “flatterers are the 
worst enemies,” his very dependents 
have become his arch enemies. 

Don’t be that way. In other 
words, don’t let conceit and vanity 
make a contemptible fool out of you. 


—JO BERGE 
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MAKE 193]9 YOUR 
BEST YEAR IN HAMMERS 


Stock the Cheney Nailer, the hammer that holds the 
nail, and make 1939 your banner year on hammer 
business. Order a Cheney Sales Maker, the live, 
friendly display-demonstrator and let it get more 
hammer business for you than you've ever had be- 
fore. Send your order today for the Cheney Soles 
Maker carton. In it are: 


10—1I6 ounce Cheney Nailers No. 938 


2—20 ounce Cheney Nailers No. 937 


i—16 ounce Cheney Nailer No. 938 
chained to display for demonstration 


i—Cheney Nailer Sales Maker display. 






For more and bigger hammer sales in 1939—stock 
the Cheney Line. 


HENRY CHENEY HAMMER CORP. 


Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 
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NATIONAL 
HARDWARE 
WEEK 
MAY 6 to 13 


10 MILLIONS 


That’s a lot of money and if one had to count it in pennies 
they say it could take a lifetime. | 
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Yet this is the number of messages we are sending out telling 
boys and girls, men and women in every nook and corner of 
America to go to their Dealers and invest in a pair of 


OUT o- 
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Roller Skates 


Every pair of “CHICAGO” Flying Scout Skates contain a 
token, in the wrapper, which when sent in by the purchaser. 
will be good for two beautiful gifts. 

So check your stock-——-be ready—and get behind this quality line 
that will not only pay you more profits, but makes and holds 
satisfied customers. 


Write for our gift plan and prices, NOW! 


CHICAGO ROLLER SKATE CO. 


Quality Roller Skates for over 37 years 


4456 W. Lake Street +t CHICAGO. ILL. 
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Check up NOW—be- 
fore inventory — for 
fast-selling BUCKEYE 
Aluminum. 








~ ALUMINUM 













A COMPLETE LINE 
MODERN STYLES 
QUICK SALES 
BETTER PROFITS 


UTENSILS 









MADE AND GUARANTEED BY 








THE BUCKEYE ALUMINUM CO. «+ 


WOOSTER O. 


[UFKIN 
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SELLING 


MADE EASY 


Show a quality product that has 
a quality name and a fair price 
on it, and you’ve made a quick 
and easy sale—plus a satisfied 
customer. 


It's really much easier to sell 
Lufkin products. For more than 
fifty years they've been known 
for their through and through 
quality. They're used and seen 
in all parts of the world. The 
name “Lufkin” is firmly linked 
with the word “quality.” 

Lufkin Micrometers represent 
only a part of the extensive line 
of Lufkin measuring devices, 


any one of which will help you 
close a sale faster and easier. 


Wd lls 


AGINAW, MICHIGAN New York City 


TAPES 


PRECISION TOOLS 


RULES 











Hardware Firm Wins Prize 





In Parade 


HE celebration of the 60th anni- 

versary of the town of Mapleton. 
Minn., was also the 25th anniversary 
of the Borchert Hardware Store. and 
the whole town turned out to make 
the double celebration an event long 
to be remembered. 

There were two days of big doings 
during which there was a large and 
interesting parade, street shows, 
baseball games, band concerts and 
bicycle races, which attracted thou- 
sands of people from surrounding 
territory to this live, progressive town 
of 800 inhabitants. 

To climax the double celebration, 
Frank Borchert, driving a decorated 
manure spreader, won first prize of 
$100 in the comic division of the big 
Mapleton Parade. The manure 
spreader was fitted up with seats for 
a little German band, and on the 
sides of the spreader were signs read- 
ing “We Have Covered the North- 
west for Thirty Years—Borchert 
Hardware Co.” On the rear of the 





spreader was a sign reading, “The 
Only Piece of Machinery We Do Not 
Stand Behind.” 

The Borchert firm, while it has 
been in business for 30 years in Min- 
nesota, has been located in Mapleton 
for the past twenty-five years. It is 
estimated that about 8,000 people at- 
tended the Mapleton celebration. 
The Borcherts report that they made 
some fine contacts among farmers 
and other persons who were in town 
for the celebration. 














Tools, tools, and more tools were featured in a recent window display of the 
Eagle Hardware Co., Inc., 702 6th Ave., New York City. Methodically ar- 
ranged in framed panels and displayed against dark backgrounds, this array 
of mechanics’ tools proved to be a sales getter for the Eagle Hardware. The 
store is situated in mid-town New York amid skyscrapers and machine shops. 
Building engineers and mechanics stopped to look—then went in to buy. 


HARDWARE AGE 

























the 
ar- 
ray 
fhe 
ps. 
uy: 


FOR 1939 


@ AKnockout in 
Streamlined Sales Appeal 


The appearance, strength, neatness and freedom from 
complicated mechanism of these new mowers will show 
you at a glance the SALES APPEAL they have 


for the prospective buyer. 


For 1939 the HOMELAWN will be 
the choice of wise dealers who are 
looking for something that is new and 
in step with the times. , 


TORO HOMELAWN 
mowers will be stocked 
by leading jobbers and 
sold on a fair profit 
basis. 


Why not write 
today? 





TORO 
MANUFACTURING 
CORPORATION 


Minneapolis Minnesota 














$98.50 


RETAIL 


/ TORO 
’ HOME LAWN 


Built in Two 
Sizes 


Send for 


Special Circular 
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Lay one of these new ABW 
Solid Shank Shovels ona 
table or desk, balanced with 
the blade and socket project- 
ing over the edge of the table 
and the handle poised free of 
the table. 

Then tip the blade down to 
either side, release and watch 
the shovel right itself. This is 
the perfect balance which no 
other solid shank shovel has. 




















@ A new re-designed socket gives to 
the ABW Solid Shank Shovel a per- 
fect balance. The new high bend has 
achieved for this famous shovel a 
balance unequaled in any other solid 
shank shovel. 


To the users of shovels this is a most 
important development and one that 
will be welcomed by buyers of shovels. 
Added to this exclusive feature ABW 

































JANUARY 12, 1939 








Solid Shank Shovelsare equipped with 
the famous Shock Band, which gives 
more handle strength to the shovel. 


Made from one solid bar of steel ABW 
Solid Shank Shovels are the strongest 
shovels made, give the longest service 
and with their perfect balance, make 
for easier shoveling. Ask your jobber 
about this new re-designed bend and 
the perfect balance. 


AMES BALDWIN WYOMING CO., Parkersburg, W. Va., North Easton, Mass. 
ABW Producis: Shovels, Spades, Scoops, Forks, Hoes, Rakes, Post Hole Diggers, Agricultural Handles 





18 and 21 Inch 
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OVER THE COUNTER 


“Little Giant’ Screw Extractors 
move rapidly because they are tough, 
rugged, reliable extractors—and _ be- 
cause the tool-buying public knows 
them. 

Almost everyone is a prospect for 
sets or for individual extractors. Dis- 
play them and you will sell them. 
15 individual sizes, 7 quick selling sets 
(see typical one at bottom of this 
page) and special free dealer’s display 
assortments. 


Order from your jobber today 


GREENFIELD TAP & DIE CORP. 
GREENFIELD, MASSACHUSETTS 


Detroit Plant: 2102 West Fort Street 
Warehouses in New York, Chicago, Los Angeles 
and San Francisco. In Can- 
ada: Greenfield Tap & Die 

of Ltd., 


. Canada, 
Galt, Ont. 





GREENFIELD 
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Here is the sign 
that stimulates the 
memories of the 
shoppers at the J. 
Kornely Hardware 
Co. 


Sign Reminds Forgetful Shoppers 


i ie average person who enters 
a hardware store to make a pur- 
chase or two rarely ever has a com- 
plete list of home needs, and the 
result is that when such a person 
gets home, he or she frequently re- 
members something he could have 
bought when in the store. 

The J. Kornely Hardware Co.. 
Milwaukee, pioneer hardware firm. 
knows that many people can be re- 
minded of various needs, especially 
electrical items, and so has placed a 
sign on the electrical goods table 
display at the front of the store. 
This sign read. “Did vou forget to 


Old Time 


N this picture can be seen odd- 

looking firearms used in Europe 
in fighting duels more than 100 
years ago; guns used prior to the 
Civil War; and an old musket used 
during the Civil War. This unique 
collection was recently displayed by 
D. E. Lowery & Son, Madisonville. 
Tenn. Most of this queer-looking 
collection was obtained in the moun- 
tain section where their value as 
relics is not appreciated. It is said 
that there are few pistols to be found 
like those pictured on the left. 

The small pistol at the left is a 
duelling pistol. It is more than 100 
years old and was brought from 
Europe by ancestors of the Rev. Wil- 
liam Witt, of Madisonville. The 
pistol in the middle is known as a 
“pepper-box.” It is about 100 years 
old and has six separate barrels. 
The revolver in the back is the cap 
and ball pistol—44 calibre. 

The gun below the pistols is a hog 
rifle, used extensively in the South 
before the Civil War. Its use was 
discontinued more than 50 years 
















take home that extra plug? Com- 
pare our electric goods for prices 
and quality.” 

This little sign has helped to 
boost electrical goods business, says 
Mr. Kornely, with many people 
stopping at the table to buy as they 
prepare to leave the store. Electrical 
goods of various sorts are always 
needed in the average home, he 
points out, and when a person stops 
at the hardware store counter to 
buy one item, more items are sold as 
well. Thus the sign serves a double 
purpose. 





Firearms 


ago. The bullet molds, pictured at 
the left were used in molding bullets 
for this rifle, 32-calibre bullets being 
used. Below is a musket used dur- 
ing the Civil War. Powder for use 
in the gun was carried in the horn 
pictured between the two guns. The 
cleaner is shown below. This gun 


pictured was made in 1862. 
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The famous Wright Rooster trade mark in bright, 
lifelike colors, gives every bale of this quality netting 
in your store enhanced selling advantage. 





GE WRIGHT ineeco 


WORCESTER: MASS. 











See the many exclusive features of Child Cratt-Posturbilt 
furniture in which quality, not price, is stressed. Learn 
how dealers are assured a definite profit through the 
Hamilton 4 point plan of guaranteed profits. Backed by 
a $2,000,000 factory, Child Craft-Posturbilt is the most 
sensational Juvenile furniture. 





New York Display Permanent 
114 East 32nd Street 


Chicage Display January 9 to 14 Inclusive 
Drake Hotel 
Mezzanine Floor, M 18 
Factory Display Permanent 


Two Rivers, Wisconsin 


New Catalogue. . Just Oust 


Write for our 1939 catalogue of Child 
Craft-Posturbilt Juvenile Furniture if you 
are unable to visit one of our three dis- 
plays. Consisting of 32 pages, printed in 
3 colors, the catalogue illustrates by pic- 
tures the complete line, with all the fea 
tures clearly described 


Hamilton Manufacturing Co. 





Designers and Builders of Specialized Furniture for 59 Years 





AUGER BITS 






the set. Cash in on the need of every wood- 
worker for a complete size range of these 
all-purpose tools by offering them in con- 
venient, compact sets of 9, 11 or 17 bits. 


Forstner Bits, unlike others, are guided by 
a circular rim instead of a center or level. 
The entire cutting surface is working at all 
times leaving a clean, smooth hole regard- 
less of knots 
or grain direc- 
tion. 


















Write now for 
catalog which 
describes the 
entire line of 
Forstner Bits 
for hand and 
machine bor- 


ing. 


Cy 
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SELL THEM BY THE SET 


Divide sales effort and multiply profits by 
selling labor-saving Forstner Auger Bits by 








ADD 


TO YOUR 
INCOME 


BY OFFERING A 


AWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL ST. © PLYMOUTH OHIO 

















EVERY HOWGSE 
SHOULD BE 


CALKED 


STOPS DRAFTS AND LEAKS 
Cw rs UGE Bre t.s 





A properiy calked house is easier to 
rent or sell, pleasanter to live in. This 
weather-proof protection can be read- 
ily provided at small cost. 


men © 
“™ DECORA COMPOUND 


Pecora Calking Compound is an attrac- 
tive profit item for many dealers. 
Money cannot buy a better material, 
for properly applied, Pecora will 
not dry out, crack 
or chip. Available 
in bulk or in non- 
refillable metal 





cartridges for use 
with the new im- 
proved Pecora High 
Pressure 
Gun 

below. 


Calking 
illustrated 


MAKE ne Pa 
WEATHERTICHT baat 





PECORA 


wire 


This Gun 







With 3 Nozzles and 
4 cartridges of approx. 1 qt. each 


Moret Eres €7.00 


Other Pecora Products 
ROOFING CEMENTS 
FURNACE CEMENTS 
CASEMENT PUTTY 
METAL SASH PUTTY 

GLAZING PUTTY 
STOVE & BOILER PUTTY 
PERFECT PATCHING PLASTER 


FOR 
BOOKLETS 





Pecora Paint Company, Ine. 
Member of Producers’ Council, Inc. 
Lawrence & Venango Sts., Phila., Pa. 
Established 1802 by Smith Bowen 
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Win Back Your Lost Customers 


HE world has yet to find the 

business man who doesn’t lose 
a customer now and then, for one 
reason or another, and when one 
stops to consider that the average 
cost of securing a new customer 
varies in different businesses at from 
$1.25 to $7.75, it is not difficult to 
see that this problem of customer 
turnover is important. 

A lost customer may spend $10 
per month in the average business 
house, so the merchant who loses a 
customer loses more than $120 per 
year as a rule. 

Some merchants spend consider- 
able money to win back lost cus- 
tomers. Such customers often buy 
elsewhere because some business 
man has been more active than his 
competitors in general business pro- 
motion; some customers buy else- 
where because it is more convenient, 
but a large number buy elsewhere 
because they are contacted regularly. 

For this reason, direct mail often 
proves a valuable aid in securing 
new customers and winning back 
lost customers. One business man 
has used a “Half and Half” letter 


very successfully in winning back 


lost customers. The idea is good 
enough to use in many businesses. 
Here it is: 


Har AND Hatr LETTER 


Dear Friend: 
This is a little different kind of 
letter; a “Half and Half” letter. 


This Half Is Ours 


We regret very much that we have 
not enjoyed the privilege of serving you 
lately, and I feel that any grievance 
that you might have against us can be 
very easily adjusted to your entire satis- 
faction, if you will but give us the op- 
portunity. 

Losing a good customer is like losing 
a good friend. We don’t want you to 
drift away in silence without knowing 
the reason. 

If there is any grievance, won’t you 
tell us about it on the other half of 
this letter, and mail to us in the en- 
closed self-addressed, stamped envelope, 
or call me personally at Main 
Thanks. 


Yours In Service 
Manager 


The other half of the letter said 
“This Half Is Yours” and was blank 


save for space for name and address. 





Another Get 


A retailer in Neenah, Wis., de- 
cided he ought to do something 
about 180 old customers who 
were no longer buying from him. 
So he wrote a letter to these peo- 
ple offering them a combination 
letter opener, ruler and magnify- 
ing glass in return for the favor 
of sending a reply. He did not 
try to sell, but merely reminded 
the customers that they had not 
purchased from him for a long 
time and would they be good 
enough to tell him why. Here is 
the way the letter read: 

“May I send you a little gift 
in return for a favor I’m going to 
ask? 

“The gift is a combination let- 
ter opener and ruler with a mag- 
nifying glass and reducing lens 
set into the handle. 

“The favor is this: You are one 
of a number of former customers 
who are not buying from us; we 
would like to know why. This is 
not a sales letter. It is an honest 
request for information. 

“Please be entirely frank. We 





"Em Back Idea 


want the truth and it will help 
us a great deal if you will write 
below the reason we haven’t been 
able to serve you lately. Just use 
the enclosed stamped, ready-to- 
mail envelope. 

“The gift will be delivered just 
as soon as we hear from you. I’m 
sure you will like it.” 

The results of that letter were 
beyond all expectations. Ninety- 
five replies were received and 50 
old customers began making reg- 
ular purchases. The total cost of 
that letter and the 95 gifts was 
$42.00 and it certainly paid good 
dividends. 





Glass Cement 


Bestoseal Glass Cement, cements 
glass to glass, glass to wood, and glass 
to metal; also for mitering store fronts. 
Maker states it makes a water-proof 
joint, unaffected by moisture, gases, 
alkalies, and most acids; will not crack. 
Has high tensile strength. Does not dry 
brittle. Colors are green, silver and 
chocolate brown. Packed in quart, pint 
and half-pint cans. The Bestoseal Co., 
1450 Broadway, New York City. 
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By ROBERT PILGRIM 


Copyright, 1939, by Hardware Age 



















THis FIRST MOUSETRAP, 
USED IN EARLY ENGLAND, 
RESEMBLED A 


GALLOWS! 








A REFRIGERATOR AND A 
GAS RANGE THAT FREEZE 
AND COOK THOUGH ONLY 
THREE INCHES HIGH HAVE 
BEEN CONSTRUCTED By 
A. CONEROY, OF SEATTLE, WASH. | 
THE RANGE OPERATES ON A 
REDUCED CURRENT OF S/X VOLTS, 
ANDB CAN BO0/L A TEASPOONFUL 
OF WATER! 





gcRAPe! 
ScRAPE/ 





a 
ae 
THE CHINESE CALL A A BATHTUB '\S THE FISHING BOAT 
RAZOR Je OF FRANK HOWARD, QUEENSLAND AUSTRALIA 
A “GCRAPE-FACE FISHERMAN. HE HAULS HIS TUB TO 
sc A LAKE, AND PADDLES TO HIS FAVORITE 
KNIFE !" FISHING SPOT, (HE BRINGS IT HOME 


FOR THE SATURDAY WIGHT BATH.) 
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Send the coupon NOW... for 


¢ 





Start a CASCO GLUE Homecraft 
Hobby Campaign in your store! 


@ Pick up that slack selling-season with 
new, year-round Homeworkshop Supply 
business! This fast-growing, free-spend- 
ing hobby means extra sales in tools, 
cabinet hardware, finishes, abrasives! 
CASCO helps you convert men in your 
town to homecrafting, helps you make 
your store Headquarters for supplies— 
with FREE Homecraft Hobby Campaign 
Material. Just mail the coupon below. 
There’s no cost to you. No “‘deals’’ to buy. 
No strings attached. 


HERE’S WHAT YOU GET: 1. 2-color 
booklet dispenser. 2. Constant supply 
of Home Workshop Handbooks, including 
chapters on “Your own Home Work- 
shop”’, “Available Homecraft Literature” 
etc. 3. 2-color decalcomania shield for 
your door or window. “Headquarters 
for HOME WORKSHOP SUPPLIES.”’ 


WORKSHOP 
SUPPLIES 





/ 


Casein Company of America, Dept. H. A. 112 
350 Madison Ave., New York, N.Y. 

Gentlemen: Send me that FREE Homecraft Hobby 
Campaign material. 


My name 





Street City 








My jobber’s name 


Address 








‘Ten Business 


EN “commandments” designed 

to win and hold consumer good- 
will for advertisers have been an 
nounced by the National Better Busi- 
ness Bureau, Inc., of New York City. 
Published for the first time in the 
new edition of the Better Business 
Bureau’s “A Guide For Retail Ad- 
vertising and Selling” these prin 
ciples of ethical business conduct 
reflect the philosophy which under- 
lies the Better Business Bureau’s 
relations with business and the 
public. Couched in simple, forth- 
right language the Bureau’s fair 
trade code urges business to: 

“1. Serve the public with honest 
values. 

“2. Tell the truth about what is 
offered. 

“3. Tell the truth in a forth. 
right manner so its significance may 
be understood by the trusting as 
well as the analytical. 

“4. Tell customers what they want 
to know—what they have a right to 
know and ought to know about what 
is offered so that they may buy wise- 
ly and obtain the maximum satis- 
faction from their purchases. 





Commandments 


“5. Be prepared and willing to 
make good as promised and without 
quibble on any guarantee offered. 

“6. Be sure that the normal use 
of merchandise or services offered 
will not be hazardous to public 
health or life. 

“7, Reveal material facts, the 
deceptive concealment of which 
might cause consumers to be mis- 
led. 

“8. Advertise and sell merchan- 
dise or service on its merits and 
refrain from attacking your com- 
petitors or reflecting unfairly upon 
their products, services, or methods 
of doing business. 

“9. If testimonials are used, use 
only those of competent witnesses 
who are sincere and honest in what 
they say about what you sell. 

“10. Avoid all tricky devices and 
schemes such as deceitful trade-in 
allowances, fictitious list prices, false 
and exaggerated comparative prices. 
bait advertising, misleading free of- 
fers, fake sales and similar prac- 
tices which prey upon human igne- 
rance and gullibility.” 








Weil Bros., Inc., is located at 507 West 125th St., New York City, one of the 


main arteries leading to the great Tri-Borough Bridge. 


knows or should know, that bridge 


And, as everyone 
offers the shortest route by road from 


uptown New York to the great World's Fair which will open this year. Many 
of the various stores of the city recently featured World's Fair windows so 
Weil Bros., Inc., designed one of their own. The Trylon and Perisphere, sym- 
bols of the fair, stand out against a background of other buildings which will 
grace the coming event. It's a display that should catch the eye and, accord- 
ing to reports. that’s just what it succeeded in doing. 
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A Justrite 
PUSH CLIP 

to Each Foot 
of Cord... 





Just stop to consider the vast market for this 10c seller 
.-. isn’t it amazing? Yet there it is—every eight feet of 
electric cord that trails on the floor is a live market for 
another card of Justrite Push Clips! 


I Nationally Advertised! 


It’s Justrite that customers demand—they’ve seen the ads 

in Good Housekeeping, Saturday Evening Post, American 

Home and Better Homes and Gardens. It’s Justrite they 

buy, too—even when they hadn’t thought of it before— 
a b its attention -compelling sales card jogs their 
memories! 





Stock this profit-maker—order Justrite Push Clips from 
your jobber today! 








JUSTRITE MANUFACTURING CO. 


2063 SOUTHPORT AVENUE ° CHICAGO, ILLINOIS 








GET YOUR 
COPY OF 
THE NEW 


MIAMI 
CATALOG 











Send today for this 36 page book. 
Catalogs the most complete line of 
bathroom cabinets and accessories 
ever presented. Many new ideas. 
Write for details of this profit 
building line. 


MIAMI CABINET DIVISION 


THE PHILIP CAREY COMPANY 
Middletown, Ohio 











weld! 
tapered, and spated. Tough, strong, long wearing. 
— Write for information. — 
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Big swing to CORY brewers proves 
Consumers want CORY-brewed coffee 


yhil al i eral > sl i duri 
Irplle save tn gooeee! wow stemgins cee §6=— All’ these features 
only in the CORY 


hit new bighs throughout the year. This proves: 
The public wants the better coffee that CORY 
assures automatically through its exclusive 





: @ ‘“Fast-Flo” Filter. 
“‘Fast-Flo’’ Filter. Also it likes CORY speed P P 
and convenience .. . likes its smart beauty... @ 2-Heat Electric Units 
is sold on coffee untouched by metal .. . and (Hi-Low). 
appreciates getting the complete brewer ready @ Patented Funnel Holder. 
for use; no extras to buy. @ Hinged Decanter Cover. 
@ Heat- ee Glass by 
Models! Fast Moving CORNING. _ ; 
deals! Get the facts, © Seautiful Platinum Strip- 
ing. 
The new 1939 CORY plans will help you enjoy @ Bakelite Coffee Measure 
active year ‘round business on the CORY Coffee 4 
Brewer. Catalog and other material gladly @ NO METAL touches the 
mailed on request. coffee. 
GLASS COFFEE BREWER CORP. *c.ic.30'. 
e Chicago, ill. 
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pogeint na 
The MODERN 


Quick Way To 
SeriLtBINDING 
tone EDGING) 


NiART 


FRASE MARE REGISTERED UD PATENT OPM C® 
R | | d 8 i d i Ed { 


for Linoleums, Matting, etc. 


Each Roll 
in Patented 
Exclusive 
Dispensing 

Carton 


PATENTED 
FEB. 13, 1934 
No. 1947351 
























Here's the modern, quick, profitable way to 
handle binding and edging—from our exclu- 
sive, patented dispensing carton. In two min- 
utes your clerks can measure out, cut off and 
hand customer any desired length. No lost 
clerk time. No lost strip due to kinkage. Nu- 
Art has extra bright finish: rolled and packed 
to lay flat end straight when installed. Wall 
or counter rack furnished free. 


STRIP CAN BE ROLLED BACK 
WITHOUT OPENING CARTON 
\ Roll strip in or out of carton, show 
customers various styles, remove 
ins (in separate envelope 
or each yard) without 
opening carton. 












You pay no pr 
for the extra quality 
you get in Nu-ART, 
or this exclusive, pat- 
ented carton. ore 
than 20,000 dealers 
sell binding and edg- 
ing this modern, quick, way. 


Stainless Steel—Aluminum 
Brass—dZinc 


ALL WIDTHS -- ALL GAUGES 
PLACE YOUR ORDER NOW 


MACKLANBURG 
DUNCAN COMPANY 


OKLAHOMA CITY, OKLA. 
DEPT.A 


FOR GLAZING WOODE STEEL SASH ) 
INSTEAD of PUTTY 


Nu-Glaze sets to rubber- | 
like consistency — does 
not d out, crack or | 
peel. , ™- used around 
sinks, drain boards, set- 
ting plumbin fixtures, 
filling nail Betee and 
cracks or holes in plas- 
ter. cement, etc., and all 
general patchin pur- 
ses. Packed I-lb. to 
-lb. containers. 
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Account Stated 


HAT it is legally and financial- 

ly dangerous for a business man 
in any way to express his approval 
of a statement of account which he 
is supposed to owe, is emphasized in 
a recent Washington decision. 

“The account stated,” says the 
court, “is an agreed balance between 
parties who have had previous deal- 
ings involving the payment of or 
agreement to pay money; the 
amount to become stated including 
an agreement that the items thereof 
are correct, and that the balance is 
justly due. From such a set of facts 
the law presumes a promise to pay 
the balance as shown on the ac- 
count.” 


In the case before the court it ap- 
peared that the creditor had sub- 
mitted annual statements of account 
to a debtor showing the interest as 
computed by the creditor on the un- 
paid balance. Subsequently the 
debtor executed new notes or loan 
agreements which included the in- 
terest as shown on the previous ac- 
counts. 


“It does not appear that the debtor 
objected to the figures,” commented 
the court, “and it does appear that 
thereafter he executed three new 
agreements, including interest com- 
pounded in accordance with the pre- 
vious statements of account.” 


The legal intricacies involved in 
this theory of account stated need not 
concern the business man. A safe 
and practical rule for him is to ex- 
amine every account submitted to 
him by a creditor and to object im- 
mediately to any errors or other 
items in the account with which he 
does not agree. In some cases where 
statements of accdunt have been sub- 
mitted month after month and no 
objection has been made by the 
debtor, his failure to object has been 
construed to be the equivalent of an 
acceptance and approval of the ac- 
count as stated. So it pays to object 
promptly! 


Better Read It 


URRIED business men are apt 

to sign order forms and other 
papers without reading them through, 
taking it for granted that the paper 
contains what they think it does. 
That this is a dangerous practice is 
emphasized by a recent Louisiana 
court decision. In that case it was 
claimed that the business man who 
signed the contract did so without 








reading it and that the written con- 
tract did not contain the real agree- 
ment between the parties. 
Commenting on this, the court 
said: “The defendant is an intelligent 
man with considerable business ex- 


perience. In the absence of fraud, 
error or misrepresentation, a con- 
tract cannot be avoided because a 
party signed it without reading it or 
where part of the contract is blank 
without consent.” 

The safest rule is to read every 
word of a paper before signing it. 


Offer No 
Longer Good 


ERCHANTS and other busi- 

ness men are often plagued 
by “quotation hunters” who ask for 
prices of specified items and then 
lapse into silence after the quotations 
have been submitted. What often 
happens in such cases is that the 
person who asked the quotations 
“shops around” among all conceiv- 
able sources in the hope of getting 
lower prices. He finds he cannot 
better the original quotation and 
then comes back to place the order 
with the business man from whom 
he obtained it. 

It sometimes happens, also, that 
prices have risen in the meantime to 
such an extent that the goods can no 
longer be furnished at the original 
quotation. Is the business man re- 
quired under such circumstances to 
deliver the goods at his originally 
quoted figures? 

The legal rule is that if acceptance 
is not made within a reasonable time, 
the offer expires, and an acceptance 
after the expiration of a reasonable 
time is not binding on the business 
man who submitted the original quo- 
tations. In the absence of special 
circumstances an acceptance of a 
bid cannot be inferred from the si- 
lence of the person to whom the bid 
was submitted. 

Thus a business man cannot be 
held to his quotation unless it is ac- 
cepted within a reasonable time. A 
reasonable time depends upon the 
circumstances in the particular case. 
In lines where prices fluctuate fre- 
quently, a very prempt acceptance 
would be necessary to hold a busi- 
ness man to his quoted prices. In 
short, if an offer is allowed to “ride” 
too long, it is no longer good. 
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Part of 
The Deal? 


i a recent lawsuit to recover the 
price of certain material, the buy- 
er set up the defense that the seller 
had agreed to apply or install the 
material without any additional 
charge. As it turned out, the buyer 
was obliged to install the material 
at his own expense, and he claimed 
that he should be permitted to de- 
duct the cost of the work from the 
price of the material. 

In this particular case the court 
decided that the seller had not con- 
tracted to apply and install the ma- 
terial and that this work was to be 
done by the buyer at his own expense. 
Judgment was therefore given in 
favor of the seller for the full price 
of the material. 

Business men often buy equipment 
and merchandise on the understand- 
ing that the seller will furnish cer- 
tain service in connection with the 
goods. Occasionally, however, such 
understandings develop into misun- 
derstandings. Hence, where service 
to be performed by the seller of the 
merchandise is part of the deal, the 
entire transactions should be put 
inte writing so that there may be no 
doubt as to just what the agreement 
includes. 


Endorsement 


of Check 


HAT business men must exer- 

cise care, caution and alertness 
in connection with the endorsement 
of checks which they cash for cus- 
tomers and others, is emphasized by 
a recent case in South Dakota. 

There the name uf a payee on a 
check was endorsed on the back of 
the check by a man who had long 
had business dealings with the payee, 
and who purportedly was going to 
use the proceeds of the check in a 
business deal with the payee. 

The transaction did not turn out 
as expected, and the maker of the 
check sued the organization who 
cashed the check on the ground that 
the money had been paid out on a 
forged endorsement. 

An effort was made to show that 
the man who wrote the forged en- 
dorsement really had authority from 
the payee to endorse the check, but 
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this did not appeal to the court, who 
said: 

“The evidence to prove the author- 
ity to endorse the check consists of 
alleged intimate business relations 
between the parties of long standing, 
but nothing is shown relating to the 
check in question or authority to en- 
dorse the same or any other check or 
instrument of any kind, or that would 
be competent to prove such author- 
ity. Authority to endorse a check by 
an agent must be in writing, and the 
only competent evidence of such au- 
thority is the written authorization 
itself.” 

Where a business man is asked to 
cash a check, his only safe protec- 
tion against such a situation as that 
discussed, is to insist that the payee 
of the check endorse it in his pres- 
ence. The endorsement of the pay- 
ee’s name by a relative or employee 
is a forgery unless, as the court says, 
written authority has been given for 
the purpose. There is no reason why 
a business man should assume the 
burden of proving that the person 
who signed the payee’s endorsement 
has authority to do so. 


Silent Fraud 


RAUD, especially in connection 

with a sale, usually takes the 
form of some false representation 
about the goods, but a Federal court 
pointed out recently that it is pos- 
sible to perpetrate a fraud by keep- 
ing quiet. 

The court based its conclusion on 
the principle that where a seller is 
under a duty to make a disclosure 
concerning the goods, he commits a 
fraud by saying nothing. 

“The suppression of a material 
fact which one is bound in good 
faith to disclose,” said the court, 
“may be equivalent to a false repre- 
sentation.” 

Whether or not a fact is material 
and must be disclosed depends upon 
the nature of the goods and the cir- 
cumstances of the transaction. For 
example, if a lot of merchandise is 
made up of “seconds,” and the cir- 
cumstances are such that the buyer 
might think they were first quality, 
there would be an obligation on the 
seller to make a disclosure of the 
true facts, especially if the nature of 
the defects were such that they could 
not be discovered by the buyer on an 
ordinary inspection. It is the with- 
holding of such a material fact by a 
seller of merchandise that constitutes 
fraud by silence. 


EVEREDY SCREEN DOOR GRILLES 














. eliminate sag. 


Grips keep screws from 


Beautiful 
quered hand-woven galvanized 


steel grille. Popular priced! 
Rustproof. Order today! 


Prevent screen door puncture 
or bulge. Improve appearance 
and double life of any screen 


door. 


EVEREDY TURNBUCKLE BRACE 


Insure perfect fit of screen door .. 


Famous “Clawed End” 


pulling out. 


‘The EVEREDY CG. 


3 EAST STREET. FREDERICK, MARYLAND 
















yas 
shes 
A, 3 tb 
o°s 
= 
Es 
= 
a 
= 3 
= fe 
2 ww 
&a 
& 
S 
& a 
“2 0 
o 
—&° 


* 


feature 


Adaptable for use on doors 


PRICED FOR QUICK SALES AND WORTHWHILE PROFITS! 
“double-jointed” 


Enthusiastic housewives all over the country praise the silent, 
positive action of Everedy’s famous popular-priced Door 
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Order Everedy’s Famous Silent Door Closers for Spring profits. 


and lacquered brass cylinder makes them rust-proof! 
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KNOW THE 





VALUE 


of Master Padlocks 


in every 
4 na 
a” 





price class 






It pays in profits 
to know the ex- 
tra-value fea- 
tures of all your 
Master Padlocks 



















SECRET SERVICE 
PIN TUMBLER 


FROM MASTER'S FREE No. 407 
SALES DISPLAY 


... ANOTHER 























Genuine laminated steel case . .. harden- 
ed chrome-nickel steel shackle . . . finest 
nickel-silver, pin tumbler security . . . steel 
pilfering protector... heavy brass locking 
lever. . . practically unlimited key changes 

. that’s MASTER No. 3 the Strongest 
Padlock Ever Built to retail at 75 cents. 


Only MASTER builds padlocks with this 
time-proved laminated design ...and only 
from you, the independent 
dealer, can your custom- 
ers obtain them. Order 
from your jobber...today. 








he 
MASTER 
=> 


Master Jock (o. 


Worlds [angent Exclusive Padlock Manufacturerd 
is ¥ 





MILWAUKEE, WIS.,U.S.A. 








Showing the home- 
made wallpaper 
stand itself and 
illustrating how 
the steps make it 
possible to show 
a number of con- 
trasting patterns 
or colors. 






















Increases Wallpaper Sales 20 Per Cent 


SIMPLE home-made stand for 
displaying wallpaper is used 
almost exclusively at Phelan’s Paint 


and Wallpaper Store, Pittsfield. 
Mass. 

“Of course we still use ‘books’ 
to a certain extent,” Mr. Phelan 


says, “but we find this stand has cer- 
tain distinct features which appeal 
to the customer and which cannot 
be obtained by ‘books’. For instance 
it banishes the question ‘but is this 
the same paper as in the book?’ en- 


tirely. Then again by simply sliding 
various rolls to the right or left on 
the steps of the stand it is possible 
to show the contrast of two, three. 
four or more patterns and colors. An 
important feature if the customer is 
considering doing several adjoining 
rooms and desires a different paper 
for each room! 

“We like it immensely, and have 
every reason to believe it has in- 
creased our sales by at least 20 per 
ent.” 








Here’s a tool window installed to attract the attention of mechanics which 
was featured by R. J. Atkinson, Inc., Brooklyn, N. Y. This window featured 
a variety of merchandise including electric hand saws, disc sanders, drills. 
belt sanders and was rounded out with a variety of hand tools which were 


labeled “For the Machinist.” “For the Plumber,” “For the Carpenter.” 


Two 


talking signs were used. The one at the left of the window reads, “We will 
gladly demonstrate any of these labor-saving tools on your job. Leave note 
of name, address and type of tool you are interested in.” The one at the right 
stated, “Many times the use of these tools means the difference between 


profit and loss.” 


The display brought in the business. 
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POULTRY NETTING 


@ Tell your customers——“WICKWIRE NETTINGS FIGHT 
RUST!" Point out the three com- 
plete turns at the twist, the 
heavy galvanizing, perfectly HEN-CHicK 
filling the twists; making a ee 
stiffer, stronger, longer lasting 
fence. QTell them also that 
when rough usage, weather 
and wear eventually rupture 
the coating — Wickwire de- 
pendable Open Hearth Steel 
Wire will still FIGHT RUST. 


WICKWIRE BROTHERS 


CORTLAN De*ANA EW YORK:: U.S.A 
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tion easy. 


| MISSOURI HARDWARE DEALER 


| can increase your income right from the start with o 


| ered, efficient sander—that is doubling dealers’ sales of 
| floor finishing materials—would mean in your stare 


| Without making any deposit or obligating yourself, 
| you can inspect this remarkable sander right in your 


| smooth finish on every floor. 
| Don't wait a minute longer. With 
| the Biggest Building Boom since 


| for increased sales and Extro 
| Profits. 


DAMPERS, 
POKERS, LIFTERS... 


You will find the high quality spindles 
used on Arcade Dampers always ground 
to a sharp point, making the installo- 
The cast iron blades are 
smooth in finish . . . accurate in size 
. and note the newly designed blade 
. most attractive in appearance 


Also a complete line of Lid Lifters and 
Pokers in all sizes and styles. Cool coil 
grips . . . fine nickel finish. 


Write for literature on Arcade Stove 
Hardware. Order from your jobber. 


ARCADE 


HARDWARE & TOOLS 


ARCADE MFG. CO. 
1201 Shawnee St. 
FREEPORT, ILLINOIS 











TAKES IN 


Think of it! With the same Rental Service Plan—tha! 
makes success almost automatic—available to you, you 


DREADNAUGHT. Stop and consider what this stream- 
lined, easy to operate, lightweight (46 Ibs.), high-pow- 


Then, MAIL THE COUPON BELOW for 


%& FREE INSPECTION OFFER 


store. You'll marvel at the way it works right up to 
the quarter-rounds, vacuums up 
all dust and dirt and leaves o 


1929 now under way — the 


DREADNAUGHT is a NATURAL YOU'LL BE GLAD 


j YOU BOUGHT 
A DREADNAUGHT 








maul 
MAIL COUPON TODAY 
CLARKE SANDING MACHINE CO. HAI39 
MUSKEGON, MICHIGAN. 


Without cost or obligation, | would like to inspect your OREADNAUGHT “7” 
Sander in my store. 


NAME sas Shana siebeecee ened 
ADDRESS rasan 
CITY 2. ccccccevccccrvccccvenserccsesevecsrssccssecece STATE... cccccccees . 



























NO WEAR—FOR 
THERE ARE NO 
METAL-TO-METAL 
BEARINGS! 


That’s the secret of the popularity 
of this splendid sprinkler! No 
vibration—no wear! Covers a large 
or small area with fine mist or 
heavy rain. Strong on eye-appeal 
—guaranteed five years. Order a 


sample from your jobber now and 
stock this big seller. 
SEND FOR BULLETIN 





[remax raduels 


f Chisholm 


3901 Highland Ave., Niegere Pails, N. Y. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
@ 











Want Ad Board 
i the farm implement depart- 


ment of one Texas hardware 

store is a “Want Ad” board 
that builds goodwill! for the firm 
and brings additional farmers 
into the establishment. 

The board is about 4 ft. wide 
and 6 ft. high, with an appropri- 
ate painted heading, inviting 
farmers to use the board free and 
to watch the board for special 
wants. Farmers advertise any- 
thing they want on the board, 
whether they wish to buy or sell. 
Such items as used cream separ- 
ators, pigs, hatching eggs, second- 
hand harness and farm for rent 
appear on the board. Farmers 
coming into the store generally 
scan it while there and many ex- 
press their appreciation for the 
service. 


Slow Collections 


Having trouble with slow col- 
lections? One dealer ¢peeded up 
collections materially by the sim- 
ple process of adopting a policy 
of enclosing a self-addressed re- 
turn envelope with every statement 
he sends out. He found that this 
plan sped up average collections 
by nearly 10 days by actual tabu- 
lation. 

He reasons it this way: “Many 
perfectly reliable credit customers 
cannot pay all bills at one time. 
They may pay some of them on 
the 10th, for example, and defer 
the rest until a later date. The 
average customer of ours has no 
secretary, so he must make out his 
own checks and address his en- 
velopes. It is only natural that 
when he pays the first batch of 








bills he is going to pay those that 
will mean the least bit of trouble 
to him. 

“Thus when he runs through his 
statements and finds ours with an 
envelope already addressed, with 
nothing for him to do but write 
out the check and insert it, he is 
going to pay ours instead of an- 
other that means more detail for 
him.” 





EBLING’S NEW SIGN 





The sign shown in the accompany- 
ing illustration was recently in- 
stalled in front of the store of B. 
Ebling Hardware, Inc., Kenmore, 
N. Y., by Flexlume Corporation, 
Buffalo, N. Y. The Ebling firm has 
recently moved into new quarters 
where it is carrying a full line of 
builders’ hardware and general 
hardware lines and specializing in 
sheet metal work and plumbing 
supplies. The sign, which dominates 
the entire street, is in the new and 
brilliant “power green” with a blend 
of decidedly attractive colors. 








Portable Electric Belt Sander 


Sands, grinds, buffs, removes paint, 
varnish, lacquers, stains, rust, sharpens 
tools. Maker states the endless abrasive 
belt, driven by a powerful, universal 
motor, sands with the grain in clean, 
straight strokes, leaving no low spots, 
no cross-grain roughness, swirls or 
scratches. Works handily on convex or 
concave surfaces; finishes wood, metal, 
wall board, slate, plastic, and other 
surfaces. Sander weighs 9 pounds. 
Syracuse Guild Tool Co., Syracuse, N. Y. 
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Here is the trailer in which Mr. Basnight 
visits his customers as far as 200 miles away. 


Sold $20,000 Worth of Builders’ 


Hardware 1n One Month 


S H. BASNIGHT, Chapel Hill, 
e N. C., with the help of a well- 
equipped display room and a travel- 
ing display truck, did $20,000 worth 
of builders’ hardware business in 
one month. Chapel Hill is a town of 
approximately 3000 inhabitants but 
Mr. Basnight does not depend upon 
local business except to pay part of 
his expenses. He uses the trailer and 
travels the surrounding territory. 
Consequently his trading area in- 
cludes central and eastern North 
Carolina and parts of South Caro- 
lina. He says his firm sells possibly 
75 per cent of the homes in Myrtle 
Beach, which is 200 miles from 
Chapel Hill, and he does almost as 
well in Florence, S. C., a distance of 
160 miles from home. 

From the photograph of the dis- 
play room, it would seem as if the 
firm’s main line was lighting fix- 
tures. But here Mr. Basnight uses 


psychology. He has found that hard- 
ware sales can be made more easily 
by not showing the various designs 
on permanent display. Thus the 
miscellaneous hardware is mounted 
on doors and the mounted locksets 
with various trims are behind differ- 
ent doors. This enables him to see 
the customer’s plans or find out the 
type of house before the client sees 
the hardware. Invariably the store’s 
recommendation is accepted without 
the confusion that might result in 
the customer’s mind if he were to see 
too many designs. It also estab- 
lishes the worth of Mr. Basnight’s 
opinion as a builders’ hardware en- 
gineer. Other furnishings of the 
display room are comfortable chairs 
and a settee to enable customers to 
be at their ease when making se- 
lections. 

The trailer coach is a compara- 
tively recent adjunct to the business. 





In this display room Mr. Basnight can figure a 
complete job for a builders’ hardware customer. 
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SHERMAN 
WROUGHT BRASS 





Fig. 31 Mender 


Couplings «and Menders 


Slip FAR into the hose and when ham- 
mered down their LONG rust-proofed steel 
grip fingers GRIP and HOLD securely on 
any kind of hose, without cutting it. Sizes: 


Ya, 


5% and % inch. Made in cut and rolled 


thread male end. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 


Battle Creek 


Michigan 
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nave the blue tenes cards tha 
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Randiing. loss of short card ends. 
Those Who Sell Belt Hooks apyre 
ing, for it not only protects fingers from 
the sharp points, but also prevents hooke 
fattening down even when roughly handled. 
Every card remains saleable. 


\Ujim 
/ 4) 
nly ™~ ¢ 
o—loss from 
ciate the new WIREGRIP method of card 
from coming off cards, prevents them from 
Those Who Use Belt Hooks prefer 


WIREGRIP HOOKS because they are 
safely handled, and because the blue card 

















holds hooks, even the sb 
perfect alignment. 
ecard end waste. 


ARMSTRONG-BRAY offers 
plete line with both types 









Write 


304 


Every hook is used—no 
Lacers are more easily 
loaded as hooks are certain to be accu- 
rately positioned to fit the lacer. 


WIREGRIP Belt Hooks and STEELGRIP 
Flexible Relt Lacing (that goes on with a 
hammer); also Lacers, both 
vise and bench types, and 
couplings and fasteners for 
round belting. 


ARMSTRONG - BRAY 


“The Belt Lacing 
People” 


CHICAGO, U.S.A. 


ortest ends, in 


the only com 
of belt lacing— 


for eatalog sheets 


Loomis Ave., 






































GARDEN xe 
AND @ 


Home Gardenin 


out which of your jobbers s 
popular NORCROSS line . . 
lower-priced ‘'competitive'' 
Brand . and order EARLY 


@ Hand Cultivators. 3 or 5 
4 ft. handles; or Midget, 
handles. 


long or short handles. 


The STANDARD of QUALITY 


for nearly half a century 






C.S.NORCROS 
Bushnell 






Stock the Complete 


Be prepared for the Spring rush. Find 


. and the 


Garden Grower (Mulcher). 
**Out-U-Kum"" Weed Puller. 
NEW . . . Dandelion Puller. 
NEW .. . V-Point Weeders. 


NORCROSS 





LAWN 
TOOLS 














g Line 


ells the 


Bushnell 


prongs, 
10 in. 


WRITE 


for literature and 
name of nearest 
wholesaler. 

Sold only thru “IN- 
DEPENDENTS.” 


S$&SONS 
WMinois 
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It is furnished with 20 display boards 
which slide into a cabinet on a 
track; colonial hardware, English 
designs, cabinet hardware, and a 
miscellany of other types. Each has 
its separate board. In the trailer the 
display is usually more varied than 
in the store because in the store a 
sample can be drawn from stock 
when necessary. 

Colonial hardware is shown only 
on a colonial house and this rule ap- 
plies right through the various de- 
signs. Working models are mounted 
around the edge of the board and 
only the trim is displayed in the 
center. 

Mr. Basnight, before organizing 
his own business, sold builders’ hard- 
ware for eight and a half years for 
a Virginia concern. He has been 


conducting his own business for the 
past six years and in that time has 
enlarged his staff from one office 
employee to five. The store employs 
two builders’ hardware engineers 
and is training others as quickly as 
it possibly can. Many of the archi- 
tects in the surrounding area are so 
confident of the abilities of Mr. Bas- 
night and his organization that they 
leave all details entirely in his hands. 
He sells 90 per cent of their jobs. 

In addition to the builders’ hard- 
ware lines, Mr. Basnight sells many 
specialty items which the ordinary 
contractors find difficult to obtain 
locally. They include medicine cabi- 
nets, disappearing stairways, con- 
cealed beds. bathroom accessories. 
flooring, etc. 





A Deal For A Year 


USINESS men entering into 

transactions extending over 
a considerable period of time will 
do well to watch the so-called 
“Statute of Frauds.” This law 
turns up in many transactions, as 
is indicated by a recent Wisconsin 
case. 

A Wisconsin salesman entered 
into an agreement with a prospec- 
tive employer for a term of one 
year. The employment was to be- 
gin as soon as he could sever his 
connection with the firm for which 
he was then working. It was 
agreed that he would then report 
to his new employer for work. 

Between the time he made this 
oral contract with his new em- 
ployer and the date on which he 
reported for ,work, five days 
elapsed. He was discharged by 
the new employer about four 
months thereafter. He then 
brought suit against the employer 
on the alleged contract for em- 
ployment for a term of one year. 

The contract was not enforce- 
able against the company because 
it was not in writing! 

Under the “Statute of Frauds” 
a contract which is not to be per- 
formed within one year is not en- 
forceable unless put in writing. 
In the salesman’s case he was to 
work for one year, but the year 
was to begin as soon as he could 
leave his present employer. Hence, 
since he could not begin his year’s 
work immediately, but only after 
leaving his preserit job, the con- 


tract could not be performed with- 
in one year after it was entered 
into. So, as an oral contract not 
to be performed within one year, 
it was not enforceable. 

This rule applies to any type of 
contract where it appears that 
more than one year may be re- 
quired to complete performance 
of the contract. Such contracts 
are not enforceable unless writ- 
ten. 


Talking Signs 


“Talking signs” are helping one 
southern hardware dealer to sell 
more merchandise and to acquaint 
new customers with fundamental 
policies of the store. He has a 
series of about 10 painted signs. 
about 24 inches wide and eight 
inches high, backed so that they 
stand alone at a slight angle for 
easy reading. Each sign tells in 
about three lines of small painted 
words some fundamental fact 
about the store or some specific 
merchandise. One sign, for ex- 
ample, explains the salient facts 
regarding the store’s credit policy: 
another points out succinctly the 
high points about a gas range the 
store features, and still another 
stresses that no sale is complete 
until the customer is thoroughly 
satisfied with the purchase. The 
signs work while a customer is 
being waited on or waiting to be 
served. 





HARDWARE AGE 




















, has 
office 
ploys 
neers 
ly as 
rehi- 
re so 
Bas- 
they 
ands 
S. 

hard- 
many 
inary 
btain 
cabi- 
con- 
Ties. 


r one 

sell 
uaint 
ental 
as a 
igns. 
eight 
they 
> for 
ls in 
inted 
fact 
cific 
r ex- 
facts 
licy : 
r the 
e the 
other 
plete 
ighly 
The 
pr is 
to be 














R. MURPHY’S STAY SHARP 
SLOYD ™ MANU 
KNIVES 


The world's standard 
of excellence 


Unsurpassed 
for 89 


in quality steel 
and keen Stay-Sharp 
Edges these knives make 
a satisfied customer with 
every sale. Stock up, NOW! 
Write for prices and complete 















catalog of Sloyd, Manual Training 
and 50 other outstanding work knives 
made by 


ROBERT MURPHY’S SONS CO., AYER, MASS. 





















Now Remodeled With 


STAINLESS STEEL 


Beating Blades 
At No Increase In Price 


It is also improved to provide quieter, smooth- 

er operation. But the price remains the 

same, only 50c. This is good news for 

dealers who know the quality of the famous 

Wo, Edlund line of Egg Beaters. The new 

\ \) \ beater is now ready for distribution, and will 
\ 


50c { \ ‘i / be a money maker for those who sell them 
\ Ask Your Jobber 


Edlund Co.— Burlington, Vermont 
























ROLLING STORE LADDERS 


Double your storage space in the 
same floor area by using Coburn 
Rolling Store Ladders to reach the 
high shelves. 

Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 


50 CANAL ST. HOLYOKE, MASS. 








TIP-TOP PRODUCTS CO., Dept. B—Omaha, Neb. 





STRIKING "PROOF DISPLAY” 
SELLS TIP-TOP SOLDER 


Sales increase amazingly with NEW 28” Display 
which demonstrates 40 Ib. resistance of TIP-TOP 
Liquid Solder repair! TIP-TOP sells fast from reg- 
ular display boards . . . 100% faster with 
demonstrator! Takes small space .. . effective 
for years. Folks see how TIP-TOP solders metal, 
glass, china, wood, leather, etc., with weld-like 
bond that grips like steel! Double sales and 
profits with this display! Order Now! 


Your Cost 


A—28 inch TIP-TOP rice A 
DEMONSTRATOR $1.20 
B—é TIP-TOP TUBES PREE $1.50 
= TUBES 3.80 6.00 
5.00 7.50 
YOUR PROFIT 50% You Pay 5.00 


PROFIT 2.50 





LS TIP-TOP 

HEATLESS 

CEMENT, TOO! 
y both 


} 


° 

50% PROFIT! 
Special Deal ONLY 35.00-——Sell 
Make $2.50 PROFIT! Original 
extra big margin 
ORDER TODAY FROM JOBBER 


later sales even mor 
yr 


WRITE 





Winter Shooters Need Hoppe’s 
For Best Gun Protection 


CTIVE trap and skeet shooters, indoor target 

shooters, winter hunters—they all need Hoppe's 
No. 9 and Patches for cleaning gun bores. They 
need Hoppe’s Oil to keep gun actions wear-free and 
smocth-acting. They need Hoppe’s Gun Grease for 
general rust prevention. . . In addition there are 
all the guns. of the now inactive shooters to be 
overhauled before put away for the winter... 
Display Hoppe’s gun protectors now and remind 
customers to buy them. Your jobber will supply you 


FRANK A. HOPPE, Inc. 
2314-A North 8th St. Philadelphia, Po. 
REPRESENTATIVES: 
Ed. W. Simon Co., Inc., 302 Broadway, New York City. 
H. L. Bowlds & Son, 108 W. 2nd St., Los Angeles, Calif., 
and 831 S. W. Vista, Portland, Ore. 
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As usual Townsend leads again in the Lawn Mower Field. 
with a Power Machine of such high quality that the trade will wonder 


at the low retail price. 


Announcing the New 1939 Model **F*° 
TOWNSEND POWER MOWER 


This time 


There is nothing comparable on the market. 


And back of every mower is Townsend’s 43 years of sustained reputation. 
Before ordering your Power Mower requirements——send for literature 
and illustrations of this outstanding 1939 model. 


SAMUEL P. TOWNSEND LAWN MOWER CO. Bloomfield, New Jersey 


12. 1939 
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Real Quality Miniature Tools 


Carrying an internationally known tool 
name. Oerrectly designed, correct op- 
erating speeds, genuine high torque 
drill. motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
erackle steel body, handles 4%” in 
steel, 7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5.95. A double sale oppor- 
tunity—the Drill and Grinder with 5 























accessories in a fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis- 
play Beards, Circulars, Electros, and 
national advertising. Ask your jobber 


or write direct for catalog sheets, 
mailing and counter circulars and dis- 
counts. 


Every SpeedWay Grinder 
sold builds repeating 
secessories business 


DRILL AND 
GRINDER SET 


4 


SPEEDWAY MFG. Co 
1836 S. S2nd Ave., 
Cleere, Iilinols. 






























NATIONALLY 
KNOWN 


NATIONALLY 
ADVERTISED 


The WALL Line 
is complete. Hardware, mill supply, 
agricultural, contractors, marine, 
drilling, transmission, oakum and 
twine. Spun and laid from selected 
fibre for the particular purpose, 
under experienced supervision. 
Your guarantee is Wall’s century- 
long service to industry. 
WALL ROPE WORKS, Ine. 
48 South Street, N.Y.C. Factory: Beverly, N.J. 


Branch Offices: 
83 So. Charles St., Baltimore 1068 Russ Bldg., San Fr’isco 
123 South Broad St., Phila. 425 Decatur St. New Orleans 
67 Comm’! P1., Norfolk, Va. 671 Orleans St., Chicago, Ill. 
102 Broad St., Boston, Mass. 217 E. Archer St. Tulsa, Okla. 
2000 Nance St., Houston,Tex. 


STOCKS IN ALL INDUSTRIAL CENTERS 
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1939 WILL BE A BUYCYCLE YEAR/ 


Go to Town on the “Buycycle’ 


HE “Buycycle” is here. It looks 
as if we'll be able to travel fast 
on it during 1939. 

Industry is looking up. The buy- 
ing interest in heavy goods has 
awakened. Shortages of many kinds 
of equipment are so keenly felt that 
a large number of buyers are 
actually forced into the market. 
Railroads and communication utili- 
ties. with the industries that supply 
them. are contemplating greater 
activity. The attitude of the average 
business man is decidedly more 
optimistic. And so, the stage seems 
set for a year of good industrial 
selling. 

No salesman can reap the rewards 
in store during 1939 unless he gets 
aboard the “Buycycle” and works 
it for all it’s worth. That means he 
must put in all the sales effort he 
can command. Supported by a qual- 
ity product that is ‘well advertised, 


9 


the go-getter who really works will 
really go places. 

A well-known American Chain & 
Cable Company official puts it like 
this: 

“I believe the ‘Buycycle’ is here, 
and our 1939 advertising will add 
strong propelling power—and we 
will never use the brakes, but will 
continue to push down hard on the 
pedals all the time. In fact, we will 
not do any coasting, even after 
reaching the top of the hill.” 

Let’s put everything we have into 
making the “Buycycle” as useful to 
us as is possible. Let’s get every 
possible bit of energy to the pedals 
Let’s travel straight along the roads 
to our objectives. 

Then we'll get the rewards the 
future is holding out to us. 





From the January issue of Tru-Lay 
Yours, house organ of The American 
Chain & Cable Co., Inc., New York 
City. 





What Should a Retailer’s Margin Be? 


(Continued from page 56) 


lishes. It probably reflects the 
fact that he does not know his 
business or that his competitors 
have found a way to distribute the 
same merchandise more efficiently. 
The business of supplying con- 
sumer wants is a dynamic busi- 
ness. Retailers have made it so. 
They have inspired and fostered 
higher standards of living; they 
have created new demands and 
made a major contribution to in- 
dustrial progress. If they are to 


keep up with the procession which 
they helped to set in motion, they 
cannot rest on their oars. They 
must be receptive to new ideas, 
new methods and new techniques. 

The right margin should strike 
a balance between consumer satis- 
faction and retailer profit. It may 
he high or it may be low, but it 
will always be the measure of ser- 
vices performed efficiently for the 
benefit rather than at the expense 
of the consumer. 
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GREATEST ALUMINUM PAINT VALUE 


ever offered the Trade! 

























Two compartment 
cans with Aluminum 
Paste or Powder 
and the finést Ex- 
terior Spar V arnish 
Bronzing Liyuid. 
Ready Mixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish ©. con- 
geal in the can. 





Order from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & SI ENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 











NEW... 


ATTENTION-GETTING 
EYE-APPEALING 


RUBYFLUID COUNTER DIS- 
PLAY CARTONS. Th's at- 
tractive red, white and blue 
Counter Display Carton has 
been making hits with hard- 
ware dealers everywhere. . 

Soldering sales have juwped 
in every instant where this 
little money-maker is dis- 
played. You, too, can in- 
crease your profits with Ruby- 
fluid products (Flux, Core 
Solder, Paste). Order from 
your jobber or write direct. 





RUBY CHEMICAL Co. 
58 McDowell St. Columbus, O. 


STANDARD TYPE 
Lavatory Partition Fittings 
and Stall Door Hardware 





1113 1053 1051 101 
Bommer Spring _Hinge Co. - Brooklyn, N. Y, 























(4S, TORCHES 


KNOWN 
EVERYWHERE 


No. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


No. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON @ LAMBERT Me. Co. 


DETROIT, MICHIGAN 














New MITRE KIT 
Going Big! 


Includes 
Highgrade 10” 
A precision Back-Saw 
unit with cadmi- 
um guide post ac- 
curately indexed 
for 45, 67% and 
90 degree cuts, 
right and left. 
Saw has cutting 
depth of 2%”. 
Handles sizes as 
large as 2 x 4. 
Designed for carpenters, model builders, screen and picture frame cut- 
















ting, manual training and many other shop, school and home -purposes. 

Not a toy, but a lifetime unit. Jobbers and dealers handling are 
pleased with the demand. Write today for our liberal wholesale 
proposition. 





THE BAKER McMILLEN CO., Est. 1874 Akron, Ohic 











JANUARY 12, 1939 


_ , cops 
“ aoubl 


IRA Z way-HORTOR 


HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 
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REAM EVERY 
PIPE END! 








2 ae eee ts 






If you are to do high grade, full capacity 
trouble-free pipe work with every pipe end 
reamed, you'll want an ARMSTRONG BROS 
Ratchet Pipe Reamer. Its spiral fluted reamer 
makes quick work of any inside burr for it is 
milled, ground and hardened, and, its drop- 
forged reversible ratchet that will operate with 
only a 12% degree handle swing, will stand up 
for a lifetime of service 


Another time and labor saving tool that will pay 
for itself over and over is the ARMSTRONG 
BROS. Pipe Vise Saddle. It attaches instantly 
to any pillar or post and provides a substantial 
base for either hinged, chain or open side pipe 
vises, at the point of work—save needless steps 
to truck or bench. It has a built in pipe 
bender. 





Write for Cata- 
log showing 
world’s most 
complete line 
of pipe tools. 




















ARMSTRONG BROS. Eastern 
TOOL CO. Warehouse 
“6 ales: 
The —- 199 Lafayette 
=a St., New York 
314.N. Francisco Ave.. San Francisco 
Chieago, U.S.A. 






















London 


1939 





BLAKE & LAMB 


the steel trap that 
proved its metal 


throughout America 
in 1938! 




























THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
























Alabama. The Retail Hardware 
Assn. of, convention and exhibit, May 
16, 17, and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N. 21 St., Birming- 


ham, Ala., is secretary-treasurer. 


American Hardware Manufactur- 
ers’ Assn, semi-annual convention and 
Southern Hardware Jobbers’ annual 
convention, April 17-20, 1939, at Hote] 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. McAl- 
lister, Grant Bldg., Atlanta, Ga., is 
secretary-treasurer of the jobbers’ asso 
ciation. 


American Hardware Supply Co.. 
Jan. 30-31, 1939, at company headquar 
ters, 41-43 Terminal Way, South Side. 
Pittsburgh, Pa. William M. Stout i+ 
general manager. 


Arkansas Retail Hardware & Imple 
ment Assn., Feb. 14-15, 1939, at Marion 
Hotel, Little Rock, Ark. G. L. Turner. 
320-322 E. Markham St.. Little Rock, is 
secretary. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters. 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 
St.. San Francisco, is manager-treasurer 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel. 
Wrightsville Beach, N. C., Arthur R. 
Craig, 407-11 Commercial Bank Bldg.. 
Charlotte, N. C., is secretary-treasurer 


Chicago Housewares Shows — 
Housefurnishing Manufacturers’ Assn 
of America, Jan. 8-14, 1939, at the 
Palmer House, Chicago, Ill. T. J. Reed. 
29 S. La Salle St., Chicago, is executive 
secretary. 

National Housefurnishing Manufa 
turers’ Assn., Jan. 8-14, 1939, at Stevens 
Hotel, Chicago, Ill. Warren Edwards. 
228 N. La Salle St., Chicago, is secre 
tary. 

At Merchandise Mart, Jan. 9-21, 1939. 
Chicago, Ill. J. M. Stewart, 236 Mer 
chandise Mart. is trade promotions 
manager. 

Connecticut Hardware Association. 
March 8 and 9, 1939; place not yet 
determined, C. F. Freeman, Branford. 
Conn., is secretary 


Credit Congress, 44th Annual Con 


gress, sponsored by National Associa 
tion of Credit Men, Grand Rapids. 
Mich., June 12-15, 1939. Henry H 


Heimann, One Park Ave.. New York 


Citv. is executive manager 


Coming Conventions 
and Events 


Corrected each tissue 


according to latest data 


Eastern Hardware Golf Assn., 
annual golf tournament, June 8 to 10, 
1939, Cavalier Hotel, Virginia Beach, 
Va. H. L. Gilliam, 9 Rockefeller Plaza. 
New York City, is secretary-treasurer 
of the association. 


Ilinois Retail Hardware Assn., Jan 
31, Feb. 1-2, 1939, at State Armory, 
Peoria, Ill. C. G. Gilbert, 1155 Mer- 
chandise Mart. Chicago, is managing 
director. 


Indiana Retail Hardware Assn., Jan 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely. 
915-935 Security Trust Bldg., Indian- 
apolis, is managing director. 

Intermountain Assn., Feb. 1-3, 
1939, Hotel Boise, Boise, Idaho. E. Bell. 
211 S. Ninth St. Boise, is secretary- 
treasurer. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Towa, is secre- 
tary. 


Joint Southern Convention of the 
American Hardware Manufacturers’ 
Assn. and the Southern Hardware Job- 
bers’ Assn., April 17-20, 1939, at the 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association, and T. 
W. McAllister, Grant Bldg., Atlanta. 
Ga., is secretary-treasurer of the job 
hers’ association. 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17 
19, 1939, Seelbach Hotel, Louisville, Ky. 
J. M. Stone, 1009 Seelbach Hotel, is 
secretary. 


Marshall Wells Co., Associate Cun 
gresses: at Duluth, Minn., Jan. 30-3) 
and Feb. 1; at Billings, Mont., Feb. 13- 
15; at Portland, Ore., Feb. 6-8, and at 
Spokane, Wash., Feb. 20-22. 


Michigan Retail Hardware Assn.. 
convention and exhibit, Feb. 7-10, 1939. 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold Daschner, 1112 Olds 
Tower. Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn.. 
convention and exhibit, Feb. 21-24, 1939. 
at Auditorium, St. Paul, Minn. C. J. 
Christopher, Nicollet at 24th, Minne- 
apolis, Minn., is manager-treasurer. 

Missouri Retail Hardware Assn.. 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
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SPEED-O-LITE To Your customers 


Soon the word will go around and a wait- 
ing list of sander renters and NEW cus- 
tomers will play a profit tune on your cash 
register. Not only will it bring in a steady 
New! Lineota- ‘Stream of rental dollars, but sales of Paint, 
Sehlueter Portable Varnish and other floor finishing materials 
Dustiess Dise will equal or exceed rental earnings. 
Sander ecor- SPEED-O-LITE costs you nothing to try. 
ners, table and Simply write for details of our FREE 
desk tops, stairs, TRIAL OFFER and in a short time you'll 
trim, sills, panels, be amazed at the way supplies move from 
ete. your shelves. Act Today! 


LINCOLN-SCHLUETER 


FiGORr @BeCes Gere? COMPANY... 1 Ht 
212 WEST GRAND AVENUE CHICACO, ILLINOIS 

















| 1, 2, 3, 4, 5, 6,7, 8,9 | 


You ask why the figures? Just to 
remind you that STAR Heel Plates 
can be had in 9 different sizes . . te 
fit all sizes of shoes. How essential 
when customers ask for these popu- 
lar selling heel plates to be able to 
sell them the size wanted and also 
assure satisfaction with every pair. 


'4 gross pair in box. 


Sold by Leading Jobbers. 
Send for Samples and Prices. 


STAR HEEL PLATE CO. 
Newark. N. J. ca 








STAR” 


o 3% o> 
BASIN 














Curl nor Split 


|INGERSOLL SHOVELS 


INGERSOLL STEEL & DISC DIVISION 
Borg-Warner Corporation, New Castle, Ind. 





Edges Won't 


—because “their blades 
are made of TEM-CROSS 
Ingersoll Process Steel. 


it is cross-rolled to give an 
interlocking mesh-grain  struc- 
ture, and heat-treated to hold 
edge keenness and to resist 
curling and splitting. Write for 
prices on 








Available in all types and grades. 
Address Dept. H.A. 











SPEEDY PAINT SPRAYERS 











List 
Price 
i only 


$22 
(without 


motor} 


* 
The NEW NO. 885! 


DEALERS: Send for new price list, discounts and details of LOW COST 
portable electric and autopower paint sprayers 


5724 Armitage Avenue | 


W. R. BROWN CORPORATION Chicago, 1. 
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1939 is the year to 
Brighten up, Clean up, 


Modernize Your Store 





Business will be better in 1939. Put your store in shape for 
greater sales volume. Install modern steel display tables and 
wall sections—finished in attractive baked enamel—streamlined 
durable, good-looking. Easily installed—-easily moved 


Plans and estimates furnished without obligation 
Write for Free Catalog. 


UNIVERSAL EQUIPMENT COMPANY 
3500 Arthington St. Chicago, Ill. 
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custome 
le. 
a” oaletient Silent Salesmat 
ot creates customers che 
ts sales. Attractively ; 
por hed in 3 colors. 
pee 0 weight only 


YOUR CHOICE OF (| DEAL No. 1—400 ft. of Flamemaster 

Wick—4 rolls of 100 ft. each in these 

SPECIAL — ropulor_ widths: %”—1"—11%4"—1 8". 
Dispenser FREE. op 

DEALS | DEAL No. 2-400 #4, of Flamemaster 


Wick—200 ft. of %” and 200 ft. of 
Couter’s fied 90.28 1%”, all in 100 ft. rolls. Dispenser 
elive 


FREE. 
ORDER YOUR DEAL AT ONCE. Mark X in square. Fill in your Name 
and Address in space below, clip ad and forward to your JOBBER. 
RR ores Sear RR rg tear eee eat eee er eee 


P 0 RSA eer ere errr emer er rrr sees seeeccesecscess 
Send Jobber’s name if he can’t supply you. Sold Exclusively through Hdw. Jobbers 


TRIPLEWEAR, PATERSON, N. J. 
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SLIPKNON 


‘ FRICTION 
































SLIPKNOT 
—FRICTION— 


TAPE 


Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 





Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, INC. 
CANTON, MASS. 










































QUICK SALES 


PUMP LEATHERS 





Simplex size-marked pump leathers were orig- 
inated for your convenience—and the con- 
venience of your customers. You know from 
experience how vague a customer can be when 
he wants a pump leather—and how annoyed 
he is when he gets the wrong size. 

Simplex size-marked pump leathers eliminate 
just such complaints. The size is clearly marked 
on each pump leather. Why not create.cus- 
tomer good-will with Simplex size-marked 
pump leathers? 

Ask your jobber or write us for price list 


MANUFACTURING 


AV 68U £6. 














Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 


secretary. 


Mountain States Hardware & Im- 
plement Assn., Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 
Colo., is secretary. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insuran:e Bldg., 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy, 140 Federal St., 
Boston, is secretary. 


New England Housewares Show, 
Feb. 20-24, 1939, Parker House, Boston, 
Mass. Sponsored by The Housewares 
Club of New England, Room 182, 


Parker House. 


New York State Retail Hardware 
Assn., annual convention and _ trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary John B. Foley, 
508 Hills Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., Feb. 13-14, 1939, 
in Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 7-9, 
1939, in Minot, N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythias 
Hall. Louise J. Thompson, Grand Forks, 
N. D., is secretary. 


Ohio Hardware Assn., Feb. 14-17, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 
Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium, 
Oklahoma City, Okla. C. F. Nelson, 
411 Key Bldg., Oklahoma City, is sec- 
retary. 


Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Can- 


yon, Tex., is secretary. 


Pensylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24, 
1939, at William Penn Hotel, Pitts- 
burgh, Pa. Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel. 
phia, is managing director. 





Southern California Retail Hard- 
ware Association. Convention and ex- 
position at the Hollywood Roosevelt 
Hotel, Hollywood, Calif., March 1-3, 
1939. J. V. Guilfoyle, 1026 Rivers- 
Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. 


Southern Hardware Jobbers Assn. 
annual convention and American Hard- 
ware Mfrs.’ Assn. semi-annual conven- 
tion, April 17-20, 1939, at Hotel Roose- 
velt, New Orleans, La. T. W. AcAllister, 
Grant Bldg., Atlanta, Ga., is secretary- 
treasurer of the jobbers’ association, 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association. 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit, Sam Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Assn., H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Assn., Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 


Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, Va. R. A. Frayser, 17 N. 
Sixth St., Richmond, Va., is secretary. 


Washer-Ironer Show, first annual 
exhibit, sponsored by the American 
Washer and Ironer Mfrs. Assn., Jan. 
8-14, 1939, Stevens Hotel, Chicago. 


Retail Implement & 
Assn., annual convention 
Jan. 17-19, 1939, at the Municipal 
Auditorium, Kansas City, Mo., Lynn 
Covert, Abilene, Kan., secretary. 


Wisco Hardware Co., Madison, 
Wis., 12th annual merchandising school 
and sales show, Jan. 30, 31 and Feb. 1, 
1939, at the Loraine Hotel in Madison. 


Western 
Hardware 


Wisconsin Retail Hardware Asssn., 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely, 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 


secretary. 
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THERE \S ONLY ONE 







a hardened tread — for 


ad 


Hardened cone — easier run- 
ing, longer lasting. 

. Four rivets join the halves of 
the wheel permanently. 
Dust cap with oil hole — 
keeps out dirt. 

. Double rows of 9 hardened 
steel balls. 


e 


* 


vy 














NEW HUMIDIFIER 


Opens Up 
NEW, BIGGER MARKET 


2 —— 
The Fulton Healthifier is Nationwide acceptance of methods 


for proper humidification push this 


inserted within radiators— market to its peak during cold 
. weather. 
out of way — in the spot HEALTHIFIERS are priced low 


enough for every home owner to 


where heat and evaporation afford one for each radiator. 
are greatest. Can be used [fie cf luine tne en ™ 


in radiators with openings PATENT NOVELTY CO. 


as small as % in. 
NOW'S THE TIME TO TAKE 


305 Eighth Ave., Fulton, Illinois 
New York: 1150 Broadway 


ON THIS LINE San Francisco: 1128 Mission St. 




















Follow the LEADER 
In ‘Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 


5OOMILE SKATE 


There's only one roller skate built strongly, sturdily 
enough to be guaranteed for 500 miles or a full year’s 
use . . . . only one skate that offers freedom from 
wheel replacement bother and repair expense . . . .only 
Speed Kings give you these features that prove strong 
selling points, assure repeat sales, and extra profits. 


IT’S THE WORLD’S FASTEST 


SPEED KINGS are so outstandingly fast, smooth, easy rolling that every youngster with 
a pair is a super salesman. Preference for SPEED KINGS can build you a profitable 
and mileage. roller skate department. Write today for special 1939 proposition. 


HUSTLER CORPORATION, Sterling, Iilinoig 










O ineeare 
SUPE” Smocte 
Fimism. 


EAGLE Rules are the stror gest and the most 
accurate ruies on the market because the 
paterted Strike-Plate Joint Is an absolute 
guarantee against splitting open, twisting 

apart, separation of joint and wood sections, 
‘and stretching, while the Strike- 
Plate cannot come off and prevents 
wear on mark’rgs. 

Stock up on EAGLE Rules to fill 
the need of weli iniormed craftsmen 
who insist upon them and also to 
supply all of your customers with 
better rules. Order from your job- 
ber TODAY! 

Write for descriptive literature on 

THE RULE psd HAS MADE 





EAGLE RULE MFG. CORP. 


514 Hunts Point Avenue New York NY 








(A \, ILL HELP 
<5, YOU STEP-UP 
se SOLDER SALES 


= BO S. 


@ It's easler to sell Gardiner Solders. Users everywhere 
know the Gardiner trade mark as a sign of — quality, uniformity 
and economy. The famous Gardiner Repair-All Household Package 





will win you the cream of the big home market. Farmers, mechanics, 
garages and other |, 5 and 20-pound spool buyers show a marked 
preference for solders bearing this brand name. Order Gardiner 
Solder by name from your jobber. 


a. 7. 
e-.. C ardin er = 
FR si 


[METAL CO.g 


4821 S. Campbell Ave., Chicago, til. 


BOOSTS KNIFE SALES ! 


This attractive stock 
display on your 
counter boosts sale 
ae 


MARBLES 


OUTER'S KNIVES 


Case loaned free to deal- 
ers with order for only 
12 best selling numbers. 
Retail value of knives, 
$24.60. Cost you $16.49. 














Order Marble’s No. 12 assortment and get FREE loan of at- 
tractive Display Case. Ask your jobber, or write direct, giving 
jobber’s name. 


MARBLE ARMS & MFG. CO.,  gieustone, ‘Mien. U.'s. A. 
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DENISTON 


‘Lead Seal’? NAILS 


@et samples of this remarkable roofing nat) 
q@hich makes any kind of roofing give better service 
‘mart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . . 
Ask yeur jobber or write us for samples and dem 
eostrator blocks. 


The DENISTON Company 
4840 S. Western Ave. _ CHICAGO, iLL. 





‘GUNS SHINE 


Fre 1€ h 


cHAMO 


MADE IN U.S A. 


ASK YOUR JGOBBER 
FOR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL. MASS 





ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 


Write for prices. 





Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 











STEEL MORTAR RODS 
No dripping onto 
the user's back. 


Made entirely of 
w stee) with wooden 
shoulder saddle 
and handle. 
Edges are heav- 
tly reinforced. 
The fork is 





pressed from 
heavy gaage 
Write for prices. "' 
The Cleveland Wire Spring Ceo. 
Sth St. and Hamilten Ave. 








& a Cleveland, Ohio € e 








E-Z CORN POPPER 
The Original Rotary Corn Popper 


The Popper 7 That Puts ‘ 
The Pop in Pop Corn 










Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO. 


Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25 YEARS 
Write for FREE Circular Mfrd. By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA, USA 


~ ELKHART, IND. 

















The “Who Makes It?” 


issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names. products, etc. 


Elgin, Ill.; (1) Who imports Wil 
son butcher knives and (2) Dick~- 
butcher steels? Ziegler Bros. Co. 


ANSWER: (1) H. Boker & Co.. 
101 Duane St., New York City (2) 
R. H. Forschner Co.. 230-3rd Ave.. 
New York City. 


St. Jacobs, Ont. Can.: Who 
makes the E. Z. Dead Fly & Insect 
Spray? Hollinger Hdwe. 


ANSWER: E. Z. Dead Chemical 
Products, 288 Flushing Ave.. Brook 
lyn, N. Y 


Homestead. Pa.: Who makes the 
Burnside coal heater? Devine Bros 

ANSWER: Phillips & Buttorff 
Mfg. Co.. Nashville. Tenn. 


Glenbrouk. 
the Haenel air gun? 
Hardware Co. 


ANSWER: L. 


Who imports 
Glenbrook 


Conn. : 


Oppleman. Ine.. 


19 W. 23rd St.. New York City 





Woodworth, N. D.: Who makes 
portable bleacher seats? Hager 
Bros. 

ANSWER: Universal Bleacher 


Co., Ft. Dodge, Iowa. Wayne Iron 
Works. Wayne, Pa. 


North Attleboro, Mass.: Who 
makes an automatic floor oiler? 
Franklin Hardware Co. 


ANSWER: Weber Oil Co.. Inc.. 
177 E. 120th St.. New York City. 


Wauseon. Ohio: Who makes 
Gibbs Lustre boardtile for kitchen 
and bathroom walls? Home Owners 
Supply Co. 

ANSWER: Gibbs Boardtile Corp.. 
619 N. Curtis St.. Chicago. Tl 


Who makes the 


stretcher ? 


Raleigh. N. C.: 
Ohio & Premier wire 
Carolina Hardware Co. 

ANSWER: 
Ohio 


Nev Mfg. Co.. Canton. 
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timformatiun regarding 


MAKES IT?” 


seurcen of supply as prv- 


vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
ef their general interest to hardware merchants and 
buyers. This editerial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
fasue. When writing te the firms mentioned, state 
that yeu secured your informatien from the Hard- 
were 4ge Directory Number. 


Rockford, Mich.: Who makes the 
Champion upset saw swage? Rouge 
River Hdwe. 

ANSWER: A. F. White Machine 
Works, Eau Claire. Wis 


Sheridan, Wyo.: Who makes the 
lally register? D & D Hardware Co 


ANSWER: Tally Register Corp.. 
74 Lafayette St.. New York City 


* * * 


Rocky Mount, N. C.: Who makes 
charcoal brick foot warmers? J. S 
Gorham Hdwe. Co. 

ANSWER: Chicago Flexible 
Shaft Co., 5600 Roosevelt Road 
Chieago, IIl. 


Portsmouth, Va.: Who makes 
Celotex Traffic Top? S. Solomon 


ANSWER The Celotex Co.. 919 
N. Michigan Ave.. Chicago. Tl 


Richmond Hill. N. Y.: Who 
makes Snap on tools? A. Allinger 

ANSWER: Snap-On Tools. Inc 
Kenosha, Wis. 


Chincoteague. Va.: Who makes 
the Macey steel filing cabinets? 
Showard Bros. 
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ANSWER: Macey Co., Grand 


Rapids. Mich. 


- * * 


furento, Can.: Who makes the 
Syroco wood products? John 


Clements. 


ANSWER: Syracuse Ornamental 
Co.. Syracuse. N. Y 


Sumter, S. C.: Who makes the 
Lion mitreing machine? Henry Bull. 

ANSWER: Pootatuck Corp., Lion 
Div.. Stratford. - Conn. 


Albany, N. Y.: Who makes the 
Continental gas range? Albany 
Sales Agency, Inc. 

ANSWER: Continental Stove 
Corp.. [ronton. Ohio. 


Brattleboro. Vt.: Who makes the 
Parkers Perfect Polish? Lyon Hard 
ware Co. 

ANSWER: C. W. Parker Co.. 
Inc.. Des Moines. lowa 


Sheridan. Wyoming: Who makes 
Creo-Dipt White Stain? D & D 
Hardware Co. 

ANSWER: Cree Dipt & Co.. Ine.. 
North Tonawanda. N. Y. 
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GLASS CUTTER 
EREREREER ERE 
| Thy With Cat | 


~ 
It pays to push Red 
Devil Glass Cutters 
They rate high as 


sellers in all seasons 


—at good profit 


The sure cutting 
precision made 
alloy steel wheel 
pleases experi 
enced users and 
amateurs alike 
it’s ALL in the 
Wheel 


The unique Easel 
Counter Display 
attracts attention— 


and buyers 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 
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CLIPPERS 


The “Ansonia” 


Good looking, thoroughly 
dependable clipper re- 
tailing at 10¢! Smartly 
designed counter card 
comes loaded with 12, 
and sells them. At your 
jobber’s. Catalog price 
sheet on request. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn 











KEY BLANKS 








OF EVERY DESCRIPTION 
Also, assorted’ skeleton keys 


O——="-F 


Catalogue on request 
GRAHAM MFG. CO. 
D w 


ept. P 
Derby, Conn., U. S. A. 
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Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words....... 00 
All capitals, maximum, 50 words..... $4.00 
Each additional word......... 06 


Positions Wanted 
(Ss + m sng set solid, maximum, a 
pighaddsnstnesecteehane : 
Allow Seven Words for Keyed Address or Y our ‘Address 


BOXED DISPLAY RATES 
Gad GA ccesessccdosececssescsces $5.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discoun’s do 

not apply on Position Wanted Advertise- 
ments. 


—~e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
—@e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 
15 days previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

—_ + —_ 

Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 














HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to cuahesse for this ser- 
vice. If we can be of any help to you, just 
"phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 





AM INTERESTED IN CONTACTING MAN- 
UFACTURER who wants efficient representation 
in Birmingham, Alabama, and surrounding terri- 
tory, selling to the hardware, electrical, and de- 
partment store trade. Can furnish best refer- 
ences. Address Box D-299, care of HarDWARE 
Ace, 239 W. 39th St., New York City. 





EXPERIENCED SALESMAN, HAS BEEN 
SELLING past twelve years, hardware jobbers 
and retail stores in Philadelphia, Eastern Pennsyl- 
vania and South Jersey; established with them 
and know credit oa. Desire connection with 
reliable manufacturer. xcellent reference. Cover 
territory in automobile. Address Box D-266, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





INCREASE YOUR SALES THROUGH EX- 
PORT—export sales engineer seeks connection 
with small manufacturer desiring to enter foreign 
markets. Graduate engineer, thoroughly experi- 
enced in studying world-wide markets and export 
advertising with complete knowledge of export 
procedure and details. Will develop this branch 
of your sales. Address Box D-298, care of 
Harpware Ace, 239 W. 39th St., New York City. 





SALES EXECUTIVE, 41, CONNECTED 


SALES MANAGER — PRESENTLY CON- 
NECTED New England manufacturer desires 
position with progressive company interested in 
building volume and staff. Excellent personal 
producer, wide experience selling manufacturers, 
jobbers, retailers, and department stores. Address 
Box D-237, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 








ESTABLISHED NEW ENGLAND MANU.- 
FACTURER OF a heavy hardware item, pro- 
ducing a complete line in its field, will appoint 
sales representative for hardware and mill suppl 
trade in western New York State. Give full 
particulars in reply including manufacturers 4 
now represent and other pertinent information. 
Address Box D-296, care of Harpware AGz, 239 
W. 39th St., New York City. 














Side-Line Salesmen Wanted 


To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on 
a commission basis. Write advising territory covered 
and lines now carried. 


Address Box D-273. care of HARDWARE AGE, 
239 W. 39th Street, N. Y. City 

















DO NOT HESITATE TO SELL IN MEXICO 
—SELECTED TRADE PROPERLY HAN- 
DLED IS SAFE—AM REPRESENTING A-1 
LINES yg gee ONLY) Pat an 
TRADE—COULD ADD TO MUTUAL AD. 
VANTAGE EXTENSIVE LINE BUILDERS" 
HARDWARE, EXCLUSIVE BASIS. SEND 
CATALOG FOR toes =" MARKET POS- 
SIBILITIES. ADDRESS H. ZIRONI, 
APTDO 886, MEXICO, D.F., "EX XICO. 








OLD ESTABLISHED MANUFACTURER 
OF PAINT BRUSHES wants experienced side- 
line salesmen, commission basis. Only men with a 
following amongst hardware, paint, lumber, and 
department store trade should apply. Address 
_ = > ?: Fag of Harpware Ace, 239 W. 39th 

ity 


ar esHAN EXCELLENT OPENING FOR 
MAN with following in Queens and Nassau 
Counties for electrical supplies, lighting fixtures, 
and complete line of electrical appliances includ- 
ing Hotpoint. Drawing account against commis- 
sion. Address Box D-303, care of Harpware AGE, 
239 W. 39th St., New York City. 














STORE—FOR RENT 


258 Flatbush Avenue, 
Brooklyn, New York. 
Excellent location for high-grade hardware 
store—none in vicinity. Adjacent to chain 
store super market. $200 per month. 
A. PEACE & SON, 335 Flatbush Avenue, Brooklyn, 
N. Y., or your own broker. 








=) 








SALESMAN WANTED:—MAN CALLING 
ON hardware retailers in States of Illinois, 
Indiana, Ohio and Iowa, to handle packaged line 
metal weatherstrip in additiongto present lines. 
Commission basis. Write giving full particulars. 


Address Box D-301, care of Harpware Ace, 239 * 


W. 39th St., New York City. 





WITH LARGE hardware wholesaler, e 
merchandising background and a good sales record 
both ‘fon the road” and in an executive capacity, 
desires position with progressive manufacturer. 
Feels manufacturers today need new methods of 
approach to interest jobber, retailer and ultimate 
consumer and is prepared to demonstrate how this 
can be done. Address Box D-304, care of Harp- 
ware AcE, 239 W. 39th St., New York City. 





ACTIVE PROGRESSIVE AND INTELLI- 
GENT EXPERIENCED hardware and house- 
furnishings man desires either responsible whole- 
sale or retail connection first of the month as 
retail store manager or assistant to executive. 
Present employment retards opportunity to dis- 
play best talents ———— by 15 years’ extensive 
experience in both wholesale and retail fields in- 
cluding purchasing, inside selling, corresponding, 
displaying, supervising of personnel as well as 
executive duties. Married, age in the thirties. 
Habits and character of highest calibre. Position 
offered should allow fullest opportunity to apply 
this experience to greatest a Locate in 
any Atlantic Coast State. Address Box D-279, 
= of Harpware Acer, 239 W. 39th St., N. Y. 

ity. 
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AN OLD ESTABLISHED HARDWARE 
FIRM specializing in high quality tools desires 
salesman in Chicago area. Must know Chicago 
hardware and mill supply trade. This is not 
temporary or sideline job, but good Position for 
high-class man. State age, experience and full 
details first letter. Address Box D-294, care of 
Harpware Ace, 239 W. 39th St., New York City. 


MANUFACTURERS’ REPRESENTATIVF 
CONTACTING HARDWARE BOTH jobber and 
important retail trade. Guaranteed line of floor 
waxes of proven merit, attractively packaged, yet 
has price appeal. Experience proves steady, re- 
peat sales. State present lines and territory cov- 
ered. Address Box D-285, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 


SALES REPRESENTATIVE — NATIONAL 
HARDWARE MANUFACTURER located in II- 
linois, with large established hardware jobber 
trade, wants able, hard-working representative to 
sell the jobber and retail hardware trade in Ohio 
and Michigan. Lucrative income and _ splendid 
connection for right man. State education, expe- 
rience, age, references, territory covered, income 
expected and other pertinent facts. Address Box 
D-305, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 











STOVE PIPE WIRE, 50 FT. ROLLS, 12 
rolls to package, packed not less than 12 packages 
Price and discount sheet on request. Address 
Iron Valley Industries, Florence, Alabama. 


PRIVATE LABEL ACCOUNTS SOLICITED 
ON Paints, Enamels, Varnishes, Roof Coatings. 
A complete service including advertising helps 
and sales plan. Patented inventory control makes 
low investment. Supplement your present line 
with your own “Special Items” sont re ge for 
high quality at low cost. Three associated plants 
to serve you. Established over 50 years. eply 
in confidence to Box —? care of HarDwaRE 
AcE, 239 West 39th St., N. Y. City. 


HARDWARE AND FACTORY SUPPLY 
MAN, electrical, plumbers’ supplies; age 35, now 
operating, 10 years in business for myself; excel- 
lent credit rating with manufacturers, jobbers; 
seeks outside salesman with a following as part- 
ner; also consider investing hardware stock equity 
and services with reliable outfit in the Metropoli- 
tan Area. Replies strictly conftdential. Address 
Box D-295, care of Harpware Ace, 239 W. 39th 
St., New York City. 


EXCEPTIONALLY WELL INFORMED 
HARDWARE EXECUTIVE, excellent character, 
good background, experienced in all branches of 
the business, desires connection. Would invest 
up to $2,000 in a sound, going concern together 
with services. Eventually would make additional 
investment if prevailing conditions warrant. Ad- 
dress Box D-302, care of Harpware Acez, 239 
W. 39th St., New York City. 











HARDWARE AGE 
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A GOOD LOCATED HARDWARE BUSI- 
NESS, ESTABLISHED 60 YEARS, GOING 
INTO OUR OWN BUILDING REASON FOR 
SELLING. WILL SELL STOCK AND FIX- 
TURES OR FIXTURES ALONE. A SMALL 
INVESTMENT WILL HANDLE __ THIS. 
BUIT DING CAN BE LEASED FOR 2 YEARS, 
WITH AN OPTION OF 3 YEARS MORE. 
ADDRESS A. B. WEERS & SONS, 1227 SO. 
ADAMS ST. PEORIA, ILL. 





HARDWARE BUSINESS IN LIVE TOWN 
OF 16,000. ALL NEW CLEAN STOCK OF 
ABOUT $4,500.00. LOCATED IN HEART OF 
BUSINESS SECTION. STOCK CONSISTS 
OF PAINT AND GENERAL HARDWARE. 
ADDRESS RALPH W. COLBY, 133 DWIGHT 
AVENUE, CORNING, N. Y. 








Sees > : - * 


BUILDERS’ HARDWARE ESTIMATOR. 
NATIONALLY KNOWN manufacturer of build- 
ers’ hardware has opening for contract salesman 
and estimator. Give full details as to experience, 
etc. Address Box D-300. care of Harpware Ace, 
239 W. 39th St., New York City. 


REPRESENTATIVE ACQUAINTED IN 
CHICAGO TERRITORY by manufacturer of 
builders’ hardware. Address Box D-306, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 

















Are You Seeking SALES REPRESENTATION 
either on a NATIONAL oo. SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 


It lists 1059 MANUFACTURERS’ AGENTS in the United States and 43 in Canada operating in the 


hardware field, giving not only their names and addresses but also the lines handled, territories covered, 


number of men traveled, branch addresses of those firms having them and the year the businesses were 


established. 


Obviously this information will prove helpful in arranging for sales representation wherever desired in 


the United States and ‘Canada. 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 


and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 


tacting, personally or by mail, these distributors in the hardware trade. 


The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order, 


N77 


HARDWARE AGE 


VERIFIED LIST DEPARTMENT 


239 West 39th Street 


New York City, New York 
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Here is my $ 
25c mailing charge). Also send me 
NAME 
ADDRESS 








Simplify Your Stock Taking with the WHITE 
CONDENSED HARDWARE AGE INVENTORY FORM 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1, plus 25c mailing charge. As these sheets are 
printed on both sides of good white bond paper, 
this means you really get 400 pages of inventory 
record sheets. Each page has room for 28 items. 
Your $1.25 investment provides inventory space 
for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 


. Please send me 


JANUARY 12. 1939 
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Actual size of sheets 9% by 12 inches 
over all; writing area 8, x I11Y, 
inches. Sheets printed on both sides. 
ef good white bond paper, with 28 entry 
lines on each side. Price $1.00 for 200 
sheets (400 pages) plus 25¢ mailing 
charge. 


it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


acacecsanccasccccosccccccscescces MER TINS COUPON cocccccccccsccccceccces ennniiniens 


HARDWARE AGE 
239 West 39th Street. New York. N. Y. 
Gentlemen: 


hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. piue 
Binders (50c each). Send these to me by return mail. 
.....FIRM NAME 


CITY ‘ STATE 
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BRUSH-NU COMPANY , 


at / BALTIMORE MARYLAND \ 






















PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


TLANTIC AVE: BOSTON:MASS: 








ORIGINAL 
MAYDOLE HAMMERS 


Now Backed by The Engineering, 


@ Production and Merchandising - 
yY Skill of MAYHEW - 
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MAYDOLE HAMMERS for 

100 years have been recognized 
as the finest line of hammers in the 
world. Featuring the famous Adz Eye 
originated by Maydole. Every hammer 
is perfectly balanced. Order from 
your Jobber Salesman. 


SOLD EXCLUSIVELY THROUCIL WHOLESALERS 


MAYHEW STEEL PRODUCTS, Inc. 
SHELBURNE FALLS, MASSACHUSETTS 


Genu'" “DOMES & SILENCE 
SLIDE SILENTLY SOFTLY- SMOOTHLY 
0c SET-10c SET-10c SET SAVE FURNITURE 


& FLOORS-CREATE QUIET 
=) =. » Name oe mes of Silence 
Baath ee y of Silenc : 25 
Rubber Cushion Glides 


For Til le. Marble nt and Bathroom F 


Noiseless Te I Ladl weced beds 











chair : sete ture 


If he is not supplied write to 


N.Y. C. 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pearl St., 
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ROTABIN Saves 50% 
| exe) ae.) 74a 3 


ROTABIN stores, displays and sells nails, rivets, 
washers and other “binable’”’ merchandise in a com- 
pact accessible manner in 2 the space now occu- 
pied by such items in your store. Each ROTABIN 
section rotates, bringing the merchandise right to 
your finger tips. No time lost in looking for the 
correct size--no boxes to open--no sticking drawers 
to pull out--no y steps g from bin 
to bin. ROTABIN saves hardware dealers, time, 
WRITE FOR steps, labor and money and makes storage space 

DETAILS pay a profit the year around 


THE FRICK-GALLAGHER MFG. COMPANY 
WELLSTON, OHIO 












-SAND’S LEVELS 


—TELL THE TRUTH— 
—s Je___ OL) 


WORLD'S STANDARD FOR 43 YEARS 
“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write for Catalog 














SANDS LEVEL & TOOL COMPANY « . 


8631 Gratiot Ave. 


DETROIT, MICH. ® 
eee0e 
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EAST JAFFREY, N.H. 
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No. 12X5271'2 — } aw 
6-CUP PERCOLATOR ~<a No. 12X5272 
Modern streamline de- : * 8-CUP PERCOLATOR 
sign. . . cool Bakelite 4 i Smart design...matches 
handle... popular size. : modern kitchens... all 


4in partition carton. : purpose size. 
Shipping wt., 13 lbs. doz. a ‘ 4in partition carton. 


SPECIAL TO DEALER 4 Shipping wt., 15 lbs. doz. 
SPECIAL TO DEALER 


$979 poz. 





wae §1.50 
. — REG- $ 
ECIAL siete ae eel ida 
_gcuPs” We} P ALL PRICES SLIGHTLY HIGHER 
SOUTH and WEST 
— 4 cups ~ 
2. cuPs~ 
SPECIAL TO No. 12X5037—3-PC. WINDSOR PAN SET (1-1'2-2 QT.) No. 12X5096—6-QT. COVERED KETTLE SPECIAL TO 
DEALER Modern straight side design... self-measuring... ee popular. Modern design. Sturdy bail. DEALER 
F deep pouring lips... sturdy, comfortable handles. Bakelite knob. Inset cover prevents boiling over. 
} $9.70 poz. 4 sets in carton. Shipping weight, 191 lbs. doz. 4 in partition carton. Shipping weight, 24 lbs. doz. $9.70 Doz. 


SELLING HELPS—A striking four-color window poster—packed with merchandise. AGAIN, 
by popular request, the famous gold foil price and merchandising labels on all utensils. 
You can obtain an attractive 8” newspaper ad mat by writing your jobber or direct to us. 


BUY FROM YOUR JOBBER! 
ALUMINA ™M’G 


OODS 


VY WISCONSIN 
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JANUARY 12, 1939 
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The. DAISY Zee 





For fast turnover and long profits you probably haven’t another line in your 
entire store that beats the Daisy Line of Household Rubber Goods. It is always 
among the first five or six best paying lines in any store. 


If you have not been conscious of the possibilities of the Daisy Line, give it 
your consideration at once. If you are not stocking all the big sellers pictured 
on this page, get in an order right away. Give good display to these quality. 
well packaged, five and ten cent sellers and you'll find it mighty profitable. 


The quality of Daisy Rubber items is beyond question and the exceptional 
satisfaction given brings customers back to your store for more Daisy products. 
It’s a real help in building up store traffic. 


Our liberal freight allowance is another way to add to your store profits. Order 
in lots weighing 100 lbs. or more. 


on “a | SCHACHT RUBBER MANUFACTURING CO. 


SCHACHT RUBBER MFG. CO. HUNTINGTON, INDIANA 


NTINGTON £ NOBLESVILLE 8D0 6A, 


5 INCH DAISY SINK STOPPER, BIG SELLER 


Be sure to stock this patented large size sink stopper. It is 
very popular. Hundreds of thousands are sold every month. 
Has small lug on bottom to prevent slipping. Heavy reinforced | 
rim prevents curling or warping out of shape. Comes in red, 
white or mottled green. Order number is 514. 


Full line of 
¢ and 10 
Furniture Casters 


BLUE RIBBON SOLES 


Due to a patented adhesion sur- 

face, Daisy Blue Ribbon Soles 

hold tighter than any other stick- 

on sole. They give wonderful sat- q -_ 
isfaction and make first time cus- - STRAINS 
tomers regular customers. Attrac- SCHACH BER MFG CC -. WATER 
tively packaged, Daisy Blue Rib- Feature This ws PROTECTS 
bon Standard Rubber Soles look Plate Scraper » GLASSWARE 
their quality and sell on sight. mae ify) AND wists 
There are 6 sizes to fit all size 

shoes. Retail price 10 cents a 

pair. For increased sole sales 

stock Daisy Blue Ribbon Soles. 








VCEMEN FOR APPLYING SOLES 
Daisy Basin Plugs 
Come in Many Sizes 
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